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‘ladys the beautiful receptionist | 


savs that $100 over book offer the 
Ford people are advertising sounds 
wonderful, and she’s very much 
tempted to turn in her 
“Gone With the Wind.” 


ee 


Bernarr Macfadden, who has re- | 
ed from the publishing business, | 


pioneered in making the American 
public vitamin-conscious, and now 
look at the darn thing. 
a a 
When Mr. Macfadden and Mr. 
Hearst get together for a bit of 
reminiscing, they will no doubt 
agree that the radicals of today turn 
out to be the conservatives of to- 
morrow. 
v v v 
Bernice Bowser says 
gray type of American 
completely neglected by fashion 
nerchandisers. That’s because ad- 
ertising artists think every female 
egards herself as a glamor girl. 


the silver 


v v v 
Silver gray and other types of 
conservative American matrons are 
also wondering when the shoe man- 
ufacturers are going to permit their 
toes to become once more their own 
private property. 
v v v 
“Consumption is a basic aspect of 
living,” asserts James Mendenhall 
without fear of contradiction. And 
for some folks it remains the only 
aspect really worth while. 
v v v 
After seeing the neat and expedi- 
tious way in which the Department 
of Justice disposed of the radio 


music war, you may wonder why | 


Thurman Arnold and his boys aren't 
permitted to apply the Sherman-act 
technique to some of those dues- 
hungry unions in the defense indus- 
tries 
v v v 
Richard Freier’s alleged “Ele- 
ments of Economics” says the least 
efficient producers set the price for 
the most efficient. A lot of fellows 
in the first class will be surprised 
to learn their competitors are that 
kind-hearted. 
v v v 
An ADVERTISING AGE writer com- 
ments approvingly on the appoint- 
ment of a union employe to the 


board of directors of a big brewery, | 


but there are plenty of companies 
Which say the unions have been 
running their business for a long 
time 
v v v 
Padre wines, which are being ad- 
vertised with a_ series featuring 
analogies, regards this as a new de- 
parture, but the long - suffering 
reader thinks this kind of copy is 
required by the FAA. 
v v v 
When Frank Campbell joined 
Henry Ewald in the celebration of 
the thirtieth anniversary of the 
Zency, a lot of people found out 
‘or the first time that Henry hadn't 
ade up the company name out of 
sown head. 
v v v 
Janet MacRorie says a little jar of 
‘ace cream may not do your com- 
‘Xion any good, but it does you 


‘lot of good psychologically. And | 
perh; that’s why bartenders were 
orn 


v v v 
With growing popularity for coffee 
‘ithout caffeine, and with Camels 
dvertising 27 per cent less nicotine, 
US seems to be the cue for another 
"trance by Cubebs 


Copy Cus. 


copy of | 


woman is | 


THE HAT'S THE HERO 


rs 


I 
* -* 
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} here antl a 

} 

r= seat 
Bua © 
|Copy for Talon fasteners, which has 


grown progressively bolder, attains a 
new peak of frankness in this page ap- 
pearing in The Saturday Evening Post. 
“Better to be sure than sorry” is the 
| consistent Talon theme, and this 
| tion might well carry a footnote—''and 
if you can't be sure, carry a hat!” 


Bakers Advised 
on Advertising 
‘Enriched’ Bread 


Paul Cornell Named In- 
dustry Liaison Man at 
Washington 


March 5.—The millers 
bakers of America got thei 
marching orders in the merchandis- 
ing of enriched bread and flour here 
| today. In a conference also attended 
by representatives of the govern- 
ment and consumers the whole pro- 
| gram was scanned from every angle 
and future plans outlined. 

Considerable dependence is going 
to be placed on the publicity ma- 
chinery of the federal government, 
|particularly that part of it in the 
| United States Department of Agri- 
culture, to inform the public of the 
advantages of enriched bread and 
flour. Such advertising as is done 
will be done for the most part by 
individual bakers and_ millers, 
lalthough a cooperative business 
paper promotion program is con- 
templated by the American Insti- 
tute of Baking under the direction 
of Dr. James A. Tobey. 


Chicago, 
jand 


The importance of the govern- 
ment angle in the merchandising 


program was emphasized by the 
| announcement that Paul Cornell, 
;chairman of the American Associa- 
ltion of Advertising Agencies in 
| 1936, had been lured from his schoo] 
for boys in Washington, Conn., to 
become a liaison man between the 
| bakers and millers and official 
| Washington. This will not be the 
| only link between the baking indus- 
try and Washington, however, an- 
|nouncement being made that the 
| appointment is expected any day 
|by the President of a prominent 
| baking industry official to serve in 
| the Office of Production Manage- 
(Continued on Page 41) 


DIRECTORY OF FEATURES 


Francisco Urges 


Miller-Tydings Repealer 


Greater Attention is Introduced in Congress 


* to Export Details 


Three-Month Latin 

American Tour Reveals 

Many Sore Spots 

BY IRWIN ROBINSON 

New York, March 6.—Confirming 
reports that American advertising 
dollars are being used in some cases 
to further the cause of the Axis 
partners in Latin America, Don 


| Francisco, former president of Lord 


inser- | 


& Thomas, suggested today on his 
return from a three-month survey 
tour of South America that man- 
agement executives interest them- 
selves in the details of their export 
operations as a matter pertinent to 
national defense. 

Speaking as a member of the Nel- 
son Rockefeller committee to im- 
prove cultural and commercial rela- 
tions with the republics to the South, 
Mr. Francisco told ADVERTISING AGE 
that the pressure put upon salesmen 


| by home offices frequently results in 


a Latin-American distribution setup 
which is often inimical to this coun- 
try’s welfare. 

Citing an illustration encountered 
on his trip, Mr. Francisco said that 


,in one South American capital sales 


| 


Ad-libbing 12 
Basic Business Index 40 
Earnings 30 | 
| Editorials 12 
Getting Personal 36 
Information for Advertisers 12 
Obituaries 4) 
Photographic Review 43 
Rough Proofs ! 
Voice of the Advertiser 18 


representatives for two well-known 
American radio receiver manufac- 
turers were engaged in soliciting 
the business of a prominent Ger- 
man distributor, despite the latter's 
reputation as an aggressive pro- 
Nazi agitator. Previously the Ger- 
man had handled radio sets made 
in his own country and in Holland, 
but these sources were cut off due 
to the war. 


Gets Much Data 


One of the American salesmen 
landed the business. The German 
himself shrugged his shoulders over 
the indifference of the Americans. 
The probabilities are that after the 
war the American merchandise will 
be cast aside in favor of European 
sets. 

During the course of his tour Mr 
Francisco compiled a wealth of data 
on radio and motion pictures in his 
capacity as head of this division of 
the Rockefeller committee Al- 
though he lauded radio broadcasters 


(Continued on Page 41) 


| MORE DEFENSE 


| 


| Joining other automotive advertisers who 
| have sponsored institutional copy to ex- 
plain their roles in the defense picture, 
Buick last week inserted this ad in 100 
newspapers in key cities throughout the 
country. The message is regarded as a 
gesture paving the way for expanding 
defense requirements which may seri- 
ously curtail automobile production. 
Arthur Kudner is the agency. 


Harford Powel 


Named Treasury 
Ad Consultant = 


Washington, D. C., March 6 
Plans of the Treasury Department | 
for issuing a new 
bonds moved ahead swiftly here 
i'this week when Congress received 
a request for an appropriation of 
$3,000,000 to produce and advertise 
|the baby bonds, and when the 
Treasury appointed two consultants 
to guide the promotion campaign 

Harford Powel, former agency 
executive, has taken a leave of 
absence as vice-president of the In- 

(Continued on Page 42) 


series of defense 


Last Minute News Flashes 
6,000 Newspapers Introduce New Chevrolet Model 


New York, March 7 
sedan will break this weekend and c« 


daily and weekly newspapers throughout the country 


First announcement of Chevrolet's 


new deluxe 
mtinue next week in more than 6,000 


Later this month 


| before the 


weekly and monthly magazines will carry the copy, featuring the fact 
that the new model has a Fisher Fleetline body. Campbell-Ewald Com- 
pany is the agency 


Soup Mix Advertising Expansion Is Indicated 


New York, March 7.--Expansion of Continental Foods soup mix adver- 
tising was indicated today with introductory newspaper copy in several 
Eastern markets featuring an “old-fashioned noodle soup in an envelope.” 
Intensive point-of-sale promotion preceded the newspaper effort. The 
company is a subsidiary of Thomas J. Lipton, with Young and Rubicam 
handling the account 


Clausen Named Vita-Var Merchandising Manager 

Newark, N. J., March 7 
tising and merchandising for 
appointed merchandising 
maker 


Vincent Clausen, former director of adver- 
Devoe & 
manager of 


Raynolds Company, has been 
the Vita-Var Corporation, paint 


Remington Names Coleman Director of Promotion 

Bridgeport, Conn., March 7..-Remington Arms Company has appointed 
R. H. Coleman director of its new promotion division. Mr. Coleman was 
a division advertising manager 
in 1937 


with du Pont before joining Remington 


Harriet Elliott Approves 
Justice Stand on Price 
Laws 


Washington, D. C 
Harriet Elliott, consumer repre- 
sentative on the national defense 
advisory commission, this week sec- 
onded the recommendation recently 
made before the Temporary Na- 
tional Economie Committee by As- 
sistant Attorney General Thurman 
Arnold that the Miller-Tydings act 
be repealed. 

Coincidentally with Miss Elliott's 
statement, which took the form of a 
letter to Sen. Joseph C. O'Mahoney, 
TNEC chairman, a bill was intro- 
duced in Congress which would 
have the effect of repealing the Mil- 
ler-Tydings act and restoring the 
Sherman act to the form in which it 
was passed in 1890. 

The bill was introduced in the 


. March 6. 


|House yesterday by Rep. Hampton 


P. Fulmer of South Carolina, as 
H.R. 3821, and was referred to the 
judiciary committee. The proposal 
is described as “a bill to repeal cer- 
tain provisions of law authorizing 
resale price maintenance § agree- 


ments in certain cases.” 
! 


Would Reword Sherman Act 


It seeks to amend Section 1 of the 
Sherman act to read as follows: 
“Every contract, combination in the 
form of trust or otherwise, or con- 
spiracy, in restraint of trade or com- 
merce among the several states, or 
with foreign nations, is hereby de- 
clared to be illegal. Every person 
who shall make any contract to en- 
gage in any combination or conspir- 
acy hereby declared to be illegal 
shall be deemed guilty of a misde- 
meanor and, on conviction thereof, 
shall be punished by a fine not ex- 
ceeding $5,000 or by imprisonment 
not exceeding one year, or by both 


|said punishments, in the discretion 


of the court.” With four minor 
changes in the wording, that is how 
Section 1 of the Sherman act read 
Miller-Tydings amend- 
ment was passed. 

Miss Elliott’s letter declared that 
“repeal of the Miller-Tydings act as 
proposed by the Department of Jus- 
tice would restore effectiveness of 
the anti-trust laws in dealing with 
certain types of price-fixing activi- 
ties which the law now permits. 
The memorandum prepared in the 
office of the Assistant Attorney Gen- 
eral, dated Feb. 10, 1941, setting 
forth the grounds for repeal of this 
act, appears to be sound, and I 
strongly urge that this recommenda- 
tion be followed.” 


Urges Trade Barrier Body 


She also indicated her support of 
the Justice Department proposal 
that Congress enact a statute au- 
thorizing the Federal Trade Com- 
mission to make findings of fact as 
to whether a designated local ordi- 
nance or state statute interferes with 
interstate commerce, and providing 
that such findings shall be accepted 
as prima facie evidence in actions in 
the federal courts to enjoin the en- 
forcement of any such statute or or- 
dinance 

Miss Elliott likewise endorsed 
the Department of Commerce pro- 
posal to establish a joint federal- 
state committee for the purpose of 
considering trade barrier problems 
“Certain types of state statutes,” 
she wrote, “have a restrictive effect 
upon interstate commerce and may 
bring unnecessary price increases in 
this period of emergency.” 

She also advocated passage of a 
law which would permit “the use 
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ADVERTISING AGE 


March 10, 194; 


of anti-trust laws in cases of 
tional importance not involving in- 


terstate commerce.” 


NARD, LABOR BUREAU 
BATTLE OVER FAIR TRADE 

Washington, D. C., March 6.—The 
National Association of Retail Drug- 
gists and the U. S. Bureau of Labo) 
Statistics flinging statements 
and counter statements at each 
other as a result of the original 
memorandum, filed with the TNEC 
by Corwin Edwards, assistant to 
Thurman Arnold, Justice anti-trust 
chief, advocating repeal of the 
Miller-Tydings resale price mainte- 
nance act. The NARD’s 78-page 
brief replying comprehensively to 
the memorandum already has won 
an answer from the U. S. 
of Labor Statistics which says in 
part, “Unfortunately the brief 
the association fails to point out the 
specific conclusions or inferences to 
which objection is raised.” 


na- 


are 


Makes Four Points 


Four principal theses were devel- 
oped in the NARD brief, according 
to Theodore Christianson, NARD 
director of public relations and 
former governor of 
These are: 

1. Fair trade laws were enacted 
after full and open hearings by the 


Bureau | 


of | 


legislatures of 44 states and ap- 
proved by their governors; and the 
Tydings-Miller enabling act was 


adopted by Congress with practical 


unanimity after lengthy and ex- 
haustive consideration. 

2. The state fair trade laws, 
including the so-called “non-signer 
clause” thereof, are in harmony 
with the common law and consti- 
tute no departure from well-estab- 


lished legal principles. 

3. The right of the states to 
govern their internal affairs, includ- 
ing their intrastate commerce, with- 
out interference from the federal 
government, is inherent in our con- 
stitutional system. 

4. The principle of the fair trade 
laws is economically sound and the 
results of their application have 
justified their enactment. 

Mr. Christianson makes the 
that the federal authorities 


point 
have 


| failed to understand the philosophy 


(and spirit of the fair trade 


Minnesota. | 


laws as 
as the common law right of 
states to pass such measures. 


well 
the 


“No Reason to Change Opinion” 


Statements in Monograph No. 1, 
“Price Behavior and Business Pol- | 
icy,” prepared by the Bureau of | 
Labor Statistics, which were criti- 
cized by the NARD, drew a reply 
from the bureau to the effect that 
the monograph was concerned with 


resale price maintenance legislation 
only incidentally. 

. the approach of this mono- 
graph is economic and not legal,” 
says the bureau. “For this reason 
the conclusions which were reached 
were not presented in the form of 
definitive legislative recommenda- 
tions. On the other hand, the evi- 
dence is more than sufficient to 
justify the inference that resale | 
price maintenance has raised prices | 
in many instances and has inter- | 
fered with price flexibility. 

“The brief presented by the Na- | 
tional Association of Retail Drug- 
gists offers no reason for changing | 
this unqualified appraisal. In fi 
there is no single specific factual 
conclusion reached by the mono- 
graph which is directly disproved | 
or even questioned.” 


“Vacation i in Dairyland” 


on Wisconsin Licenses 

The Wisconsin assembly has re- 
vived and passed under suspension 
of the rules the Berquist bill which 
provides that automobile license 
plates shall hereafter bear the 
legend, “Vacation in Dairyland.” 

Both the summer resort and dairy 
industries had sought representa- 
tion on the automobile license 
plates, which for the past two years 


have carried the inscription, | 
“America’s Dairyland.” The meas- | 
ure now goes to the senate. 


ONE OF A SERIES 


PRESENTING 


THE MEN WHO MAKE 


FREE & PETERS SERVICE 


Four years, Centennial School 


Four years, Northwestern 
University 

special work in 
work, adver 
and market 


Iwo years, 
radio—survey 
tising research 
analysis 

Two years, F. W. MeCoy 
Company 

Free & Peters (Chicago Office) 
since Feb., 1940. 


Meet the 
MeCoy— 


=" iia 


| 
| 


| 


Artuur H. McCoy! 


Every once in a while, the proper combination of genes, hormones, 


early training, scholastic education and natural gray matter produces 


a chap who is at once a brilliant scholar, a keen analyst, and a 


When 


sound business man. 


had found that rare combination. 


You see, selling radio time, 


job for analysts and business men rather than for 


“Mac” 


office a year ago and gave us the facts about his record, w 


MeCoy came into our Chicago 


e hoped we 


Now we're practically certain! 


as we try to practice it here at F&P, is a 


We 


“salesmen.” 


feel that if we can help our customers to find the correct answers to 


their radio problems, the sales will take care of themselves. 


correct answers come 


out of salesmanship. 


That's why each of the fourteen good men here 


have 


you with his pleasing personality( !) 


out of study, 


But the 


and brains, and sincerity—not 


at F&P would rather 


an opportunity to work for you than an opportunity to charm 


That's the way we operate 


in this group of pioneer radio station representatives, 


\ ERE 


B & Desens. 


Pioneer Radio Station 


Simce May, 1932 


Representatives | 


EXCLUSIVE 
‘ REPRESENTATIVES: 
/ WGR-WKBW . . BUFFALO 
| WOKY CINCINNATI 
» WDAY ARGO 
KMBC KANSAS CITY 
WAV LOUISVILLE 
WTCN MINNEAPOLIS. st PAUL 
wMB EORIA 
KSD ' st. LOUIS 
wFBL SYRACUSE | 
.. 1OWA.. 
WHO DES MOINES 
woc . DAVENPORT 
KMA SHENANDOAH 
.».- SOUTHEAST... 
» wesc CHARLESTON 
) wis . COLUMBIA 
) weTr RALEIGH 
| wos) ROANOKE 


- SOUTHWEST... 


KGKO FT. WORTH-DALLAS 
| KOMA OKLAHOMA CITY 
KTUL . . TULSA 


- PACIFIC COAST... 
LOS ANGELES 
PORTLAND 
OAKLAND-SAN FRANCISCO 
. SEATTLE 


INC. 


KECA 
KOIN-KALE 
KROW 
KIRO 


Cekage: 180 N. Michigan Wew Yok: 247 Park ODewelt: New Center Bldg. San Francises: 111 Sutter 


Franklin 6878 Plaza 5-4131 


Trinity 2-8444 Sutter 4358 


Les Angeles: 650 8. 


Vundike 0569 * Mal n 5667 


|} merce, 


|are necessary, 


| « 


| of 


|from Paul Hollister, 
J. Stirling Getchell, 


| 
'entertains 


| the defense 


Changed Functions 
of Advertising 
in Defense Studied 


Experts Analyze Shift 
in Marketing and Selling 
Practices 


New York, March 6.- 
back seat to which 


In spite of 
consumer 


| goods must be relegated during the 
| 
;}current emergency, 


advertising can 
a role of increasing impor- 
adapted to the unprece- 
demands of our national 
economy, it was agreed here this 
week management executives 
participated with buyers, planners 
and producers of advertising mate- 
rials and services in the 1941 Con- 
ference of the Graphic Arts. 

A spirit of realism permeated the 
all-day meeting, which drew an 
attendance of more than 800 
through joint sponsorship of the 
American Association of Advertis- 
ing Agencies, Association of Na- 
tional Advertisers, Direct Mail Ad- 
vertising Association, New York 
Employing Printers Association and 
the Mayor’s’ Business Advisory 
Committee. 

A penetrating 


occupy 
tance if 
dented 


as 


analysis of distri- 


bution problems posed by the arm- | 


ament program was keyed by Jules 
I 30gen, editor, Journal of Com- 
who warned his listeners to 
expect a steady expansion of de- 
fense priorities and similar restric- 
tions on other than war goods pro- 
duction. He specified three main 


functions for advertising under such | 


conditions: 
New Functions for Advertising 


1. Keep 
why 


the public informed 
changes in products or prices 
thus anticipating the 
profiteering’ cry heard so_ fre- 
quently during the World War. 

2. Protect brand names and cul- 
tivate good will wherever produc- 


tion is curtailed through defense 
needs. 

3. Prepare for the introduction | 
of new products in the post-war 
period. The large-scale develop- 
ment of new goods and industries, 
he declared, is the nation’s chief | 


hope for the absorption of idle men | 


and idle money and the improve- 
ment of the American standard of 
living after the emergency has 
passed. 

Dr. Bogen also injected an ob- | 
servation on the moot subject of 
advertising in connection with the 
excess profits tax. For enterprises 


with earnings of more than $500,000, | 
ihe pointed out, 


“a dollar spent on 
advertising will involve a net cost 
less than 25 cents, since this 
dollar would otherwise be subject to 
various taxes.” 


Hollister Voices Warning 


This remark drew a_ warning 
vice-president, | 
that “advertis- 
cut its own throat” if it 

any ideas about evading 
He pointed out that the need 
for increased marketing efficiency 
calls for a lowering of the ratio | 
between advertising and total costs. 
Regardless of conditions imposed by 
program, he maintained, 
no advertiser should spend more 


ing will 


taxes 


| money than he deems necessary ty 
hold or expand his markets. 

Mr. Hollister emphasized the coy.r. 
rent challenge to advertising jp 
|genuity in the preparation of 
dealing with substitute mate) ia}, 
necessitated by defense produc ion 
and in the preservation of consume, 
good will when deliveries are 
tailed. He also urged a carefu 
examination of markets in the 
of new conditions created by ir 
trial expansion. 

“Prophets of gloom” were t 
to task by W. W. Wachtel, presi 
Calvert Distillers Corporation, 
expressed disagreement with “‘t 
who fear that the demands of 
sumers will cripple advertisi 
The rise of the consumer moven 
is a reflection of advertising ini 
ties that should be admitted, 
held, but just as advertising 
grown and adapted itself to cha 
ing conditions and increased gv .- 
ernmental regulation during 
past 20 years, so it can flouris! 
the period ahead. 


Sees Changes Ahead 


Business should be prepared 06 
“go along with reasonable consu: 
demands” involving standards a; 
grades, Mr. Wachtel said. Rega) 
ing advertising copy, he remarke 

“We should have a_ period 
modified statements — statemen; 
that are restrained and believal 
Our copy must be motivated 
what people think and say. 

“The skepticism of youth is 
challenge to the advertiser of t 
morrow. What might have gott 
| by ten years ago may prove an utt 
failure with the present and comi: 
generations of buyers. Note t 
comments of youngsters when the 
listen to commercials on the air « 
read exaggerated claims on tly 
printed page.” 

Mr. Wachtel appealed for “dow 
to earth copy,” decrying “rheto 
which makes beautiful reading but 
does not have the human touch.” 

The day’s program comprised 
four panel sessions devoted to plan- 
ning, production, advertising and 


|merchandising, and buying. Pa: 
ticipants included Alex F. Osborn, 
executive vice-president, Batten, 


| Barton, Durstine & Osborn; M. F 
| Agha, Conde Nast Publication 
| John Hanrahan, publishers’ counss 
Kenneth Collins, New York Tim: 
Eric Hodgins, Fortune; Walter Dor- 


;}win Teague, industrial designe 
W. T. Geller, Ferry-Hanley Cor 
pany; R. P. Caterson, Campbe!!- 
Ewald Company of New Yo 


|G. B. Dearnley, McCann-Erickso: 
'D. J. Gorman, Kelly, Nason; An- 
thony LaSala, Geyer, Cornel! 
| Nowell; John Quinn, Pedlar & Ry 
R. S. Brown, Jr., American ( 
;Company; J. R. Mack, Johns-M: 
ville Corporation; W. H. Jones 


Merck & Co.; Ray 
Foods Corporation. 


Steck, Gens 


‘Start Direct Mail Club 
in N. Y.; Will Expand 


The Direct Mail Advertising Club 
;}of New York has been formed ' 
;a starting membership of 80, 
j headquarters at 17 E. 42nd _ stice' 
| Samuel E. Gold, sales and adver' 
| ing manager of the Lignum-\ 
Produets Corporation, Jersey ( 
is president of the organizatio! 


| Other officers are Charle 
Snyder, sales promotion mar 
Bankers Commercial Corporat 
| vice-president; Muriel DeGre, |! 
| Ahrend Company, secretary 


| Robert Lees, Chase National | 
treasurer. The group pla! 


develop branch chapters throu 
the country. 


MURALS 


Rn 
fe) 
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*STANDARD STUDIOS INC 
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American Indians spoke more than 200 different lan- 
an- guages. The only way one Indian tribe could under- 
il stand another was by “Picture-Writing” which has 
* a always been the clearest, most effective way to tell a story 


UST AS the Indians in America . .. the Egyptians and = Puck back in "31 and "32—when The Comic Weekly was first made 
the Babylonians in Ancient Africa and Asia used —2¥ilable to general advertisers—have increased their Puck-dollars con- 
me ate ; es sistently—year after year—until today, this great picture-writing pub- 

tl Picture Writing to record the wae} of their civ- lication is No. 1 on their “indispensable list.” 
ilization—so an American folklore has developed dur- 


ing the past 40 years in Puck-The Comic Weekly. One of these companies —biggest in its field—has invested nearly 3, 
Club million dollars in Puck during the past 8 years; another more than 2 
? Puck speaks a universal language—casily understood million. Such sums are not spent on faith alone. 


nal and heartily enjoyed by ail. 


Puck Welcomes Its Newest 
Advertiser...The Mercury 8 


Pioneering an entirely new and fresh approach in automo- 
bile copy, Mercury 8 has started a series of advertisements. 
The first one appeared in Puck-The Comic Weekly March 2. 
Puck gets results. Daniel Starch figures prove that advertisements, Puck offers Mercury 8 these important advantages: 
printed in Puck, receive a GREATER READING at a LOWER COST than 


I. Puck reaches BUYING POWER far above the national 
the SAME MESSAGES in other publications. 


average. 


Vit Most people think of Jiggs and Maggie, Blondie, Bar- 

ney Googl and Flash Gordon as distinctl 

Ps ‘ BIS Popeye on th Go - y A fascinating new presentation entitled “Picture-Writing” gives all the 
: crican—yet these familiar Puck characters are SYN- data on the World’s Best Seller quickly, concisely and entertainingly. To 

dicated all over the world, in 85 countries and in 29 see it, phone COlumbus 5-2642, New York, or FRAnklin 0033, Chicago. 


2. The purchase of an automobile is a decision in which 
the WHOLE FAMILY plays a part, and Puck's tremen- 
dous grip on 5,550,000 WHOLE FAMILIES has been 
definitely established. 


languages. ~ ooe aaler castes bar dele hon ta: de 
Bec : : \ pols Mese Mortals be! = publications. 
ause Puck's “picture-people” are loved so devotedly by rich and " : - 
Poor alike, by young and old, by highbrow and lowbrow—they have 
— become the nucleus around which has been built the most powerful 


advertising medium ever offered. 


Many of America’s leading advertisers who cautiously felt their way in 


FOUNDED 1876 


COMIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 
959 Eighth Avenue, New York « Hearst Building, Chicago 
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how to get some of 


your tax money 


back 


ART OF your taxes goes to pay 

the salaries of the government 
workers in Washington, D. C. There 
are more of these workers than ever 
than 177,000) in 
Washington at the close of 1940, 
with a monthly pay roll in excess of 
thirty million dollars. As defense 
activity continues, the number of 
government workers and the gov- 
ernment pay roll continue to rise. 
Prophesy: by the end of 1941 there 
will be 200.000 government employees in Washington and the monthly pay 
roll will be close to $34,000,000. 


before — more 


Kighth in Sales 


All this means increased income tax — but it means increased sales in 
Washington, too! To get your share, brush aside outmoded conceptions of 
Washington — think of it as it is today — a market area of a million popu- 


lation, a city market ranking 8th in America in total retail sales, second in 
5 sales per capita, 


Which Paper? 


Which paper do the government workers read? Here are some clues: 


1. During the 1933-40 boom in government employment total 
Washington newspaper circulations increased. 61% of the 
increase went to The Post — twice as much as to the next 
paper. 


2. A survey of favorite columnists of government girls showed 
The Post's writers overwhelming favorites. 


3. Checks of government workers’ home addresses by resi- 
dential areas have shown a perfect parallel between these 


addresses and Post circulation placement. 


1. On a direct appeal in The Post and one other paper to 
government employees only, a testing advertiser found The 
Post outpulled his other paper by 41 to 1! 


The Washington Post offers the greatest number of news services. the 
finest editorial comment, the best commentators, the most news, most piec- 
tures, outstanding features. If you were working in Washington today 
be reading The Post, too! 


qi The Washington Post 


Washington's Home Morning Newspaper 


you'd 


Osborn, Scolaro, Meeker & Co. 


George D. Close, Ine. 


P&G Shifts in 
Radio Cause of 
Much Speculation 


Believe Money Will Be 
Diverted to Localized 
Efforts 


| 


| 


} 


| 


New York, March 6.—The battle | 


of the soap titans, predicted earlier 
this year when Lever Brothers re- 
moved the cloak of secrecy from 
Swan, appeared to be nearing a 
showdown this week as Procter & 
Gamble hinted at a new 
dising strategy that calls for local 
advertising support for Ivory wher- 
ever the competition seems to be 
making inroads. 

The clue to P&G's ace in the hole 
came to light when it was revealed 
that the soap company is slashing 
its radio network expenditures, 
presumably to release as much as 
$2,500,000 of its 1941 advertising 
appropriation for other purposes. 
This sum would represent approxi- 
mately 25 per cent of P&G's invest- 
ment in network radio last 
Credited with an outlay of over 
$10,000,000 in this medium during 
1940, the company maintained its 
position as advertising’s biggest 
radio spender. 


Weeds Out Duplications 


P&G has gone through its com- 
plicated broadcast schedules with a 
fine tooth comb and weeded out vir- 
tually all program duplications. The 
net result will be a reduction, effec- 
tive March 28, in total network 
time from 34'% to 29 hours weekly. 
The cuts affect four quarter-hours 
heard five times a week on the 


program on the NBC Red. This re- 
moves all P&G programs from the 
Blue network. Indications are that 


merchan- | 


— angus _—_— 


likewise figure prominently ;, 
Ivory’s campaign to hold off 
Swan onslaught. 


\¢ 


Long Term Strategy? 


Round-about confirmation of 
change in P&G _ merchandi.;; 
strategy was given to ADVERTIs:x, 


AGE in Cincinnati, where official. 0; 
the company, who refused to be 
quoted, hinted that the money sa veq 


by what they called the “rea] 
ments and shifts resulting from . 
study of their radio setup” would 
be spent for other media, prob 
sales promotion to back up 
mium offers. The company in 
nantly maintained that it was 
“cancelling” its radio shows, 
merely “realigning” them, and 1 
its action indicated no reversa! 
sentiment toward the radio medi 

While discussion of the Procts 
Gamble move was inevitably 1 
up with the efforts of competit 
ADVERTISING AGE also learned t 
two basic merchandising strategi: 
long under consideration by t 
company, may be reflected in t 
change of plans. 

One of these, under discussion f 
a year or more, revolves around t 


strategic advantage of — shifti: 
advertising emphasis from 0: 
‘major medium to another, no 
necessarily because the mediu 


year. | 


used at present is not performin,: 
satisfactorily, but because a chang: 
may in itself give the entire pri 
motion program new emphasis and 
new life. It is reported that certa 
P&G officials believe that a chang: 
in medium emphasis of this cha 
acter should be made at least on: 
in ten years. 

The other basic merchandisi: 
strategy, which is said to have bee 
under discussion for at least thre: 
years, is the general feeling that 
contests and premium offers ar 
now being used so generally, by 
many companies and in almost 


exactly the same way, that it might 
NBC-Blue network, and a half-hour | 


cuts are also in the offing for serials | 


on the Red network, although no 
announcement has been made offi- 
cially. Thus far no change has been 
made in the eight hours weekly that 
P&G uses on CBS. 

With the exception of “Every- 
man’s Theatre,” a half-hour dra- 
matic program aired Friday nights 
over 64 stations for Oxydol, the 
shows affected are all 15-minute 
daytime serials. In several instances 


the same program was aired over 
both NBC networks and the new 
schedule seeks to eliminate these 
duplications. 


The P&G action, one of the most 
spectacular merchandising moves 
made by a national advertiser in 
recent years, affects business placed 
by three agencies: Pedlar & Ryan, 
handling Camay and Chipso; Comp- 
|ton Advertising, Crisco and Ivory; 
and Blackett - Sample - Hummert, 
Oxydol. 


Expect Local Promotion 


the fact that neither 
client nor agencies showed any 
inclination to discuss the situation, 
the P&G decision was hooked up by 
informed sources here with consid- 
eration of the anticipated Ivory- 
Swan competition. It was learned 
that P&G officials have decided to 
combat their rivals market by mar- 
ket, a plan of action that seems to 
call for more extensive use of local 
advertising media 
Newspaper representatives 


Despite 


here 


regarded the development as a 
favorable omen, pointing out that | 
P&G has been allocating only a 


small proportion of its appropriation 
to this medium during the past few 
years. Network radio expenditures 
have been pushed up rapidly—more 
than $10,000,000 in 1940 and $8,700,- 
000 in 1939—while newspapers have 
been receiving in the neighborhood 


of $2,000,000 a year. Magazines re- 


ceived approximately $2,500,000 
both in 1940 and in the preceding 
year. 

P&G has also been a substantial 
spender in spot radio and it was 
believed that this medium would 
also receive consideration in the 


development of the company’s new 
promotion plans. Extensive point 
of sale promotion will, no doubt, 


be an excellent idea to make a com 
plete change in the sales approac! 
thus gaining the benefits of pionee: 
ing, and of presenting a smashing 
story which is new and differen! 
from those now employed. 


Shawmut Banks Starts 


Defense Loan Division 


The National Shawmut Bank, 
Boston, has launched a newspape! 
campaign in all Boston’ pape 
announcing a new department 
service contractors and suppliers 
engaged in national defense work 

Copy declares the “all-out” sery- 
ice, in a department staffed by abl 
officers, will aid clients in every 
phase of defense work, in obtaining 
contracts and financing them. It 
believed to be the first complete 
service of its kind in New England 
Doremus & Co., Boston, is the 
agency. 


1,400,000 
CUSTOMER-HOUSEWIVES 
EVERY WEEK 


This important group of shop: 


pers, readers of the only wo- 
_man's weekly magazine, are 
“must” audience for many 


e NUMBER FIVE 
of a series of ¢ 


Advertiser's "Baby Food 


1940 Expenditures in 


Magerines #153,000 “ 


number of insertion® 


Average 3 
in eoch magorne fy - 
el 


INSERTIONS IN 


ye 4 
THE FAMILY CIRCE 2 _— 
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hal NAYAMIN P 


Vitamin P is what makes advertising men jump up and down in a 
ur fine frenzy of joyous energy. It’s the essential vitamin to their continuing 
ost in the advertising business. Its lack, frankly, means failure; its abundance, 
m glorious success. 

on Vitamin P is merely prorir—and without it your advertising cam- 
aa paigns, no matter how brilliantly dreamed or how cleverly executed, sicken 


and swoon like any mid-Victorian heroine. 


Vitamin P is easy and pleasant to take. Just add one part 
THE NEW YORK TIMES MAGAZINE to as many other parts of a magazine 
per schedule as you feel you need or can afford—and the tremendous selling 


power that makes The New York Times AMERICA’S BIGGEST SUNDAY ADVER- 


ork TISING MEDIUM will do the rest. 

able Over 800,000 able-to-buy, brand-conscious families all over the 
sing country get THE NEW YORK TIMES MAGAZINE every week. They swear by its 
\ on-the-move editorial formula that makes it as vital in their lives as to- 


morrow morning's front pages. They respond to the advertising in its pages 


with alacrity and in force...as the growing list of magazine advertisers 
using it can (and does) testify. 

Here's one measure of the unsurpassed selling power of the Sunday 
Times: real estate advertisers in the New York market, selling and renting 
homes and apartments to more families than live in any other market in 


the world, advertise almost twice as much in The New York Times as in 


any other Sunday newspaper! 
Whether you have a magazine schedule running, about to run or 


merely in the planning stage... find out how THE NEW YORK TIMES MAGAZINE 


can give it the essential proriT vitamin where it needs it most. 


The New Pork Simes Magazine 
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‘Cavalcade’ Shifts 
fo Burns & Allen 
Spot; Hormel Off 


New York, March 5.—Hecker 
Products Corporation has renewed 
“Lineoln’s Highway,” heard Satur- 
day from 10 to 10:30 a. m. in behalf 
of Shinola. The program is broad- 
cast on 53 NBC Red _ stations 
through Benton & Bowles 


Jergens Renews 


Andrew Jergens Company has 
renewed “Jergen’s Journal,” featur- 
ing Walter Winchell, and “The 


Parker Family,” for 13 weeks effec- 
tive March 30. The programs | 
occupy a half hour block from 9 to 
9:30 p. m. Sunday and are aired | 
over 73 stations, 53 on the NBC) 
Blue and 20 on the Red networks. | 
Lennen & Mitchell is the agency. 


| 
Fibber McGee Stays 


S. C. Johnson & Son has renewed | 
“Fibber McGee and Molly,” effec- | 
tive March 31. The comedy team 
broadcasts Tuesday from 9:30 to 10 
p. m. over 98 stations of the NBC 


Red network. 
Brorby is the 


Needham, 
agency. 


Louis & 


“Who Knows” Continues 


Griffin Mfg. Company has re- 
newed “Who Knows?” in behalf of 
its shoe polish, effective March 24. 
The show is heard Monday from 
10:15 to 10:30 p. m. over four sta- 
tions of the Mutual Broadcasting 
System. Bermingham, Castleman & 
Pierce is the agency. 

“Cavaleade” Shifts 

E. I. duPont de Nemours & Co. 
will shift “Cavalcade of America”’ 
into the time being vacated on the 
NBC Red network by Hormel & Co., 
as sponsor of “Burns and Allen” 
March 24. Beginning March 31, the 
duPont show will be aired Monday 
from 7:30 to 8 p. m., instead of 
Wednesday at the same time. Bat- 
ten, Barton, Durstine & Osborn is 
the agency for both duPont and 


Hormel. 


Expand Heatter Sponsorship 


Zonite Products Corporation, 
which now sponsors Gabriel Heat- 
ter’s 15-minute news _ broadcast 
Monday, will also take over the 
Thursday period beginning March 
20, and R. B. Semler, Inc., which 
now sponsors the commentator’s 


| Wednesday and Friday periods, will 


add the Saturday period beginning 


March 22. The two sponsors are 


taking over the time to be vacated | 
by Liberty whose contract expires | 
March 13. Zonite, for Forhan’s | 
toothpaste, will use 7 MBS stations, | 
and Semler, for Kreml] hair sham- 
poo, 11 stations. Erwin, Wasey & 


Co. is the agency for both sponsors 


Swansdown Starts 


Iglehart Brothers has launched 
“The Johnson Family,” for Swans- 
down Family flour. 


day and Friday from 4:30 to 4:45 | 
in the | 
the | 


MBS 
Young & 


stations 
Rubicam is 


p. m. on 27 
West 


agency. 
News for Art Metal 


Art Metal Works will 
on Friday nights, beginning April 
11. The CBS news commentator will 
broadcast in behalf of Ronson light- 
ers from 6:30 to 6:45 p. m. over 23 
stations. Brown & Williamson To- 
bacco Corporation sponsors Sullivan 
Monday through Thursday for Ra- 
leigh cigarets. Cecil & Presbrey is 
the Art Metal Works agency. 


Milk Dealers Appoint 
Safe-T-Test Milk Dealers, Buf- 
falo, has appointed Ellis Advertis- 


ing Company, Buffalo, to direct its | 


advertising again this year. News- 
papers, radio, point-of-sale 
direct mail will be used. 


Here you have a product to be sold to 


shoppers in retail stores. 


it to people in their homes, or on car 


cards or outdoor boards. 


enough. You must follow through at point 
of sale. You must merchandise with at- 


tractive packaging, store dispensers, win- 


dow and counter displays. 


Now what about the product or service 
to be sold to management executives in 


their offices? A raw material. factory or 


office equipment? Bank 


ance, construction? 


$$$ A. in problem 1, an advertising 


campaign without follow-through at point 


of sale is incomplete. In 


are no store displays or dispensers. BUT 


the principle is the same. 


$$$ You apply the prince 
tising (merchandising) in The Wall Street 
Journal, because 86 per cent of its sub- 


scribers read it in their offices at their 


desks. where they buy. 


$$$ And no other publication, magazine 
or newspaper, gives you as many readers 


per advertising dollar, among active man- 


agement-executives of 


orations with assets of over $1,000,000. 


industrial 


You advertise 


But that’s not 


two 


service. insur- 


this case there 


iple by adver- 


corp: 


The dramatic | 
program is aired Monday, Wednes- | 


sponsor 
“Paul Sullivan Reviews the News” | 


and 


—— 


NEW PACKAGE MAKES APPEARANCE 


| — —_ 


some of the cme And whew vow do ohale. ow 
cream So fmew © moe There ae 
(pore be Cera GOO 6 te Oot ae 
Oe comparing, they tounds 


AM wemoners inhale 
pasure © erate 


FOUR OTMER LEADING BRANDS AVPBAGE 225% 
© (RRITANT THAN THE STEIKINGLY CON. 
ASTED PREIF MORRIS AND THE l@8/TA- 
THOM LASTS MORE THAN FIVE TIMES AS LONG! 


Fopecially if om inhele, remember — Philip Morne provider ech 
Compct8 COPY OD! — Pim! Peel provectee . Pim «ubew peas see 


| 


The revamped Philip Morris package which the cigaret manufacturer was in- 

structed to produce by the FTC early in January made its first appearance in 

newspaper advertising last week, although no mention of it was made in copy 
and the old packages are still being sold by retailers in many places. 


Shaw-Walker Plans Texas Rice Growers’ 


Second Phase of 
Low Desk Drive 


New York, March 5.—Hailing its 


Ad Fund Tax Void 

Efforts of Texas rice growers t 
promote a bill through the legisla- 
ture that would levy a tax of tw: 
cents per 100 pounds of milled ric 
for the purpose of advertising this 


'“new low desk” as a revolutionary | product, received a setback whe 


innovation in office furniture, Shaw- 
Walker Company has completed 


ruled that such a law 


the first phase of its introductory | 


|campaign and is going ahead with 
|plans for further consumer promo- 
tion. 

Just 29 inches high, or one and 
‘one-half inches lower than the 
|“old-fashioned ‘standard’ desk,” the 
height of the desk, described as 


note of the campaign. 
illustrations hammers 
various advantages of 
over the traditional height—better 
'vision, longer reach, real comfort 
‘and organization for better work. 

Promotion was launched with a 
| double-page spread in The Saturday 
| Evening Post. The initial insertion 
was followed with full pages in two 
| subsequent issues and present plans 
|are for continued advertising in the 
Post supplemented by trade promo- 
tion in Geyer’s Topics and Office 
Appliances. 

Kenyon & Eckhardt is the agency. 


Copy with 
home the 
the lower 


| WQXR Selects Foreman 

Station WQXR, New York, 
named the Foreman Company, Chi- 
cago, as its sales representative. 


i“the height of comfort,” is the key- | 


| billings were $337,649. 


Attorney General Gerald C. Man: 
would by 
unconstitutional. 

Rep. Price Daniel, author of th« 
bill, has announced that he _ wil! 
challenge Mann’s ruling, pointing 
out that Louisiana and Arkansa 
have already adopted such a plar 
and that similar bills have been 
upheld by the supreme courts of 
Florida and Idaho. 


MBS Billings Up 31% 
Mutual Broadcasting System bil 
ings for February amounted 1 
$442,157, an increase of 31 per cent 
over the same month of 1940, whe: 
Gross clien: 


|expenditures for the two months 


| 
| 
| 


has | 


1941 were $947,388, an increase ot! 
44.6 per cent over the same period 
in 1940 when billings were $655,378 
MBS is the only national network 


which now reveals its mont! 
billings. 
| or Promotion Manacer 
Available! 
20) years’ experience— Advertising Prot 
tion, Sales Letters Merchandising Pul 
licity, Publie Relations, Adv. Ageney 1 
tlee Young, versatile, original Add 
Box 3301, Adv. Age., Chicago 


A FACT from THE CONTINUING STUDY OF SUPER 
MARKETS AND SELF-SERVICE STORES + + + 


OAl has recently comp|eted 
a nationwide survey of self: 
service grocery selling + ** 


ASK TO SEE IT! 


Pin 7 if 
Uurpoor /O\DVERTISING | ‘NCORPORATED 


National Sales Representative of the Outdoor Industry 
60 East 49nd Street, New York City 
| Aflanta - Baltimore - Boston - Chicage - Cleveland - Detroit - Souston - Los Angeles - Philadelphia - St Louis « San 00? | 
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bi p> Two chipmunks named Oscar and Elmer picked 
the up the paper one morning and read a headline, Cold 
ing Winter Ahead. So they decided to lay in a stock of 
Jat acorns that very day. By 5 p.m. they had both re- 
turned, one with a sizable sack of acorns, the other 
with barely enough to bulge the bag. ‘‘I don’t see 
how you do it,’’ wailed Oscar, the disappointed 
il chipmunk. ‘I looked all day. If I was under one 
ent tree | was under a hundred, and see how few I 
we found.”’ ‘“‘I suppose,”’ said Elmer, ‘‘you kept your 
- eyes on the ground every minute and didn’t miss a 
oo thing under your nose.”’ ‘‘ Yessir, that’s exactly what 
york | did,’’ said Oscar mournfully. ‘‘And that,”’ said his 

friend, ‘‘is exactly what was wrong with your tech- 
— nique! Instead of trotting all over, I did just the 
. opposite. I looked up, found the tallest oak in the 
forest and spent my time under that.” 


' 
"ry, 


If you shut your eyes, 
—_ all trees make much the same rustle— 


but why shut your eyes? 


Look at the record for 1940 and you'll find that successful advertisers 
awarded The Saturday Evening Post 


“ $ 26212997 


in advertising revenue—almost nine million dollars 
ED more than any other magazine 
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“String” to Esso Offer 


Esso dealers will offer motorists 
a new “service” this spring in the 
form of a piece of string—a remin- 
der to change oil and give the car 
a seasonal lubricating job. The 
string gag is being promoted by the 
Esso Reporter over 34 stations from 
New York to Louisiana. Marschalk 
& Pratt is the agency. 
Account to ‘Mayers 

The Mayers Company, 
geles, has been appointed by Brei- 
dert Air-X-Hausters, Los Angeles 
manufacturer of ventilators. Busi- 
ness papers and direct mail will be 
used. 


Los An- 


Gazette Names Moore 
Charles H. Moore, classified 
vertising manager of the Gazette, 
Cedar Rapids, Ia., for the past 14 
years, has been appointed advertis- 
ing director of the paper. He 
succeeds Franklin E. Kotterjohn, 
who resigned to become business 
manager of the Phoenix and Times- 
Democrat, Muskogee, Okla. 


Marketers to Meet 
The Industrial Marketers of New 
Jersey will hold its annual confer- 


ence March 19 at Newark, N. J. 
H. W. Barclay, editor of Mill & 
Factory, will be the principal 
speaker. 


ad- | 


WINS Appoints Hackett 

Station WINS, New York, has 
appointed M. H. Hackett, New York, 
to handle its sales promotion and 
advertising. WINS recently re- 
ceived FCC permission to increase 
power to 50,000 watts and switch its 
position from 1,180 to 1,000 kilo- 
cycles. 


Associations Move 

Limited Price Variety Stores 
Association and Institute of Distri- 
bution have moved to 25 W. 


43rd | 


"How America Lives’ 


Put in Book Form 
by the ‘Journal’ 


Lives of 
_ Analyzed in Exhaustive. 


street, New York. They were for- | 


merly located at 570 Seventh ave- 
nue. 


You Can't Know EVERYTHING 


about the effectiveness of your advertising 


BUT—You Can Know a Dam-site 
More Than You Know Vlow / 


By MARK WISEMAN 
Director, The Laboratory for Advertising Analysis 


was read through by 22% 
Another 
only 2°0. A difference of 100000! 


* ” 


* 


A 14-page, 2-color strip advertisement in a national women’s magazine 
of the readers interviewed. 


4-page, 2-color strip in the same issue was read through by 


Headline reading of two 4th-cover pages for the same advertiser in the 


same weekly differed by 41°. 


eg oe of 7 


from 22°% to 50%, 
Such facts are startling in themselves. 


are the reasons back of them? 


Why do they oceur? What differences in advertising 


presentation account for them? 
Can YOU 
YOUR advertisements against violent 


tion and reading. and your company or clients against 
waste of advertising money caused by them? 


* > * 
YES! 


developed through intensive study 


advertisements and reader-response to them 


do exactly that. 


You can account for low readership of your adver- 


tisements in the past, and pro- 


advertisements for the same automobile 


Advertiser or Agency Executive 


With the help of modern advertising analysis 


* . 


But— what 


similar in all respects but one 


ranged 


gained through twenty years of experience in planning 


and executing campaigns for successful advertisers, plus 


organization in 
guard 
dips in observa- 


“criticize” 


favor of” or 


of thousands of advertising. 


you can 


four years of specialized study, 


We do not prepare advertisements. 
advertisements, 
We do not give advice about media. 
“against” 


makes this the only 


America equipped to provide 


fully 


practical, unprejudiced analytical counsel. 


We do not 
no “27 points.” 
We are not “in 
style or form of 


We 


have 


any type, 


Our job is to help you save advertising money—or 
make it go farther—by 
| objective, analytical point of view to your own intelli- 


adding facts and a trained, 


gent creative effort. 


tect them from such waste in 
the future. 
If you the Advertiser—are 
planning a campaign now .. . 
If you--the Agency Execu- 
tive—are preparing to present 
a new idea to your client . . . 


Get this help first! 


4 Years of Proved Service 


The work of the Laboratory 
for Advertising Analysis — al- 
ready four years old—is based 
on facts. 


Thorough knowledge of 
modern advertising techniques, 


“A TIME SAVER AND 
MONEY MAKER FOR US” 


Here are two expressions from Laboratory 
clients (names on request): 
A Battery Advertiser: 


than justified our opinion-—concurred in by 
our Agency—that we could profit from your 
service. Your apparent understanding of 
our fundamental problems and your ability 
to make horse-sense suggestions are refresh 


ing—and, more 
a time saver 


importantly, your 
and a money maker for us.” 


President of a Large Agency: “We try to 
give our work a creative appraisal within 
the agency, but we find that some one on the 


outside with the specialized 
have is a Valuable 
efforts. . . . I have had repeated voluntary 
expressions from our creative people 
effect that they value highly the opportunity 
to check with you on current jobs,” 


knowledge 


“Your work has more 


service is 


you 
supplement to our own 


to the 


How We Work 


We work on a fee basis. of 
course. And our fees are not 
only moderate, but the cheapest 
form of advertising insurance 
we know of, 


We work quickly. 
in strictest confidence 
clients, 


We work 


with our 


We shall weleome an oppor- 
tunity to work with you on a 
trial basis—to help you insure 
the suecess of the campaigns 
you are preparing now. 


Write or telephone me at 


THE LABORATORY FOR ADVERTISING ANALYSIS 


17 East 45th Street 


NEW YORK 


MUrray Hill 2-8126 


A BOOK YOU SHOULD OWN =AT A SPECIAL PRICE 


The Export Department of one of the 


tisers in America sent copies of Mark 
You Sign the Advertising Check" 
world. 


Please nd copies of Mark Wiseman’ 
The President of one of the largest and most progressive book, “Before You Sign the La pn ing Check 
agencies in New York bought 12 copies and made them . a _— om em enclosed 
required reading for every account executive and creative 
person on his staff, Name 
If ordered from this advertisement, the price of this 
unique Handbook of Advertising Analysis will be $2 in Address 


stead of $2.50 
now. 


Save 50c¢ per copy by 


to its offices all over the 


three largest adver 
Wiseman's “Before 


sending the coupon 


The Laboratory for Advertisi 
17 East 45th St. ee 


New York 


| up 


/miums 
/came to 


Detail 


| New York, March 5.—To the 
advertising man intent on trans- 
‘lating markets into terms of living 
human beings, “How America 
Lives,” sponsored by the Ladies’ 
|Home Journal, offers a glimpse into 
a cross-section of American homes 
| with the window shades pulled up 
| high. 

The book includes articles on 16 
| families which have appeared in 
ithe magazine, beginning in Febru- 
ary, 1940. Each article describes 
how a typical family lives and how 
‘various problems were solved for 


‘these families by the Journal’s 
service departments. 
Selected according to income 


groups, geographical distribution, 
population density and the relative 
costs of living in different parts of 
the country, families covered range 
from the Henry Braceys, the Missis- 
sippi share croppers whose cash 
income in 1941 totaled $26, 
Thomas Wilsons, family of the 
millionaire head of the Wilson 
Packing Company. In between, the 
families represent every shade of 
income, including two on relief, one 
of $1,960 yearly income and another 
family of the same size with a $12,- 
000 income. 


Complete Family Pictures 


Complete with editors and pho- 
tographers, 
into one of these homes every 
month and finally walked out with 
an on-the-scene account of 
America, as represented by each 
family, lives from day to day. In 
the words of one of the editors, the 
books presents a picture of “how 
Americans make their money and 
how they spend it; how they bring 
their children; how they love 
and quarrel and what they dream 
about; the size of the weekly pay 
check; how much they still owe on | 
the car; what the insurance pre- 
amount to, and how they 
fall in love in the first 
place.” Such important items as 
what magazines are read, hobbies, 


entertainments, interest in current 
levents are covered in full. 


| kitchen, 


| ilies, 
own a home and the 


housewives 


jand 
| housewife. 


From a study of the book the 
reader emerges with a number of 
salient facts. Outstanding among 
them is the knowledge that the 
not the living room, is the 
best equipped, best planned and 
most used room in the American 
home. Americans economize on 
clothes first when the pay envelope 
loses weight but the permanent 
wave has become a practical neces- 
sity of life to the American woman. 


All Want Homes 


The dream of all American fam- 
the Journal staff found, is to 
chief obstacle 


16 Families 


to the | 


and they spent from 50 to 60 h 

working in their homes but a _ 
believe in annual housecleaning 
orgies. Perfume is their favorite 


| gift from men. 


| 


The series, supplemented by sey- 
eral summarizing articles, appears 
in book form under the imprint of 
|Henry Holt & Co. J. C. Furnas jg 
the author of the articles on the 1¢ 
| tamilies and photographic illustra. 
| tions are by Martin Munkacsi. 


Shell to Feature 
Achievements of 
Its Research Men 


New York, March 5.— The 
search achievements of Shell O 
“University of Petroleum’’—a desi 
nation for the company’s $3,500,0: 
research laboratories—will key 
extensive campaign in newspape) 
magazines, radio and outdoor «a 
vertising this spring. The dri 
will get under way late this mont 

On the schedule are 300 new 
papers east of the Rockies and 15 
dailies on the Pacific Coast.  T| 
magazine schedule consists of Co 
lier’s, Life and The Saturddy Ev: 


} 


the Journal staff moved | 


ning Post. Spot announcements 
be broadcast over 30 stations whi 
about 3,500 outdoor posters in She 

marketing territory will be used 1 
tell the gasoline and motor oil 1 
| search as well as the “clean rest 
room” story. 

A special campaign _ stressin 
Shell for industrial uses will al 
appear in Business Week, Fortun 
Nation’s Business and about 5! 
business papers in several fields. 


sound film, “Oil From Aladdin’ 
Lamp,” dramatizing the company’ 


role in the development of wiadel: 
used materials, will supplement th« 
publication copy. 


The opening insertion in the 
magazine campaign features the 
|theme, “They found 90 extra miles 


how | 


The dra- 
story of how Shell research- 


an hour in a drop of oil.” 
matic 


|ers have participated in the manu- 


|products as 


| 


to the fulfillment of this desire is} 

the necessary down payment 
American families spend 14 bil- 

lion dollars yearly on food, the 


largest single item on the budget, 
the most important to the 
Publication of the food 
budget of _ of the families, de- 
scribed as $7 a week for four people, 
was followed by a flood of indignant 
letters declaring that such a budget 
was impossible. The budget as a 
whole, incidentally, 


the greatest fascination for the 
readers of the series. 
Vitamins are a subject of com- 


mon knowledge to the American 
woman and weight is her obsession. 


She loves clothes and has a vast}! 
choice of inexpensive and good 
styles. She no longer thinks a big 


Sunday dinner necessary to finish | 
off the week but often goes off on | 
an automobile outing instead and 
serves the big meal Saturday night. 
Only about five per cent of the 
have household 


| 
proved to have | 


help | 


facture from petroleum of such 
glycerine, synthetic 
rubber and Vitamin E will be un- 
folded as the campaign progresses 

The promotional program repre- 
sents a substantial appropriation 
boost over 1940. J. Walter Thomp 
son Company is the agency. 


Fair Trade Bill for 
‘Gas Dealers Offered 


A fair trade bill for gasolin 
dealers has been introduced in th: 
Michigan legislature by Senato 
Joseph A. Baldwin and Clarence A 
Reid. 

Introduced at the request of 1 
Retail Gasoline Dealers’ Associati 
of Michigan, the bill would take th« 
place of legislation declared uncon- 
stitutional by the state suprem: 
court. 


.S) 
McCall's” Adds Long 
Roger D. Long, formerly with 
Magazine Marketing Service, New 
York, and the _ Boston. staff 
Ladies’ Home Journal, has joi) 
the merchandising staff of McC: 
with headquarters in Chicago. 


The first complete brochu 


Taxiposter advertising! Te! 


when, where! Gives guere ‘ee? 
circulation and rates in 45 
ent cities! Write for your copy 
today! Wm. E. Whaley Compery 
Washington Building, Lov svi 


Kentucky. 


WH 


| | , rs | = 
' " SS Ss ag 
" rs 
_ ——— a 
‘aed ee 
a 
we eee 
iy 
ae 
bic 
; 2s | a 
oe pe 
- , 5 — + 
+ a a So 
cs. a 
pies Pl 
. SS —— 
_ = 
a ee |  - 
| — 
| a a a | : | 
wt Ys ’ ; 9s 
re ee ° 
e. | 
4 a a 
= 
PO Pe  - 
Pe ——_ «(eee oe 
> ee ee A LEY 
2 re é f 
— z 
' oo Taxiposte 
2 gon Bes Sey ; 
a Sh tae | 
: } J ag eis we ; re S: | ais pe 3 ot * 4 3 3 a. x i j é : pie | =: ; at ia = 2 Ps ; m oneal 4 ee “p acy *. ¢. er nd ts ee a es J Reet —e 


March 10, 1941 


 «, sibel 


z RESULT: A DAILY FOOD MARKET OF $750,000 


anett National defense chiefs estimate that before bombardment squadron’s permanent base in the #8 
long the expanding army will be buying three- SALES UP 28% southwest. It is the army that selected Okla- 
a quarters of a million dollars worth of food every Already Oklahoma City depart- homa City as the base for four other major air- 
e : day! Not per month, nor per week, but each day! poraglieesco “ee ng ces, da development projects. It is the army that has 
mall's The increase in payrolls from the defense pro- ago for the week, 23% up for the created a daily-increasing demand for the wheat, 
four weeks, ending February 8. 
—— gram is expected to cause a 10 to 15 percent rise the cotton, the beef, the wool, the zinc and the oil 
in total consumer expenditures for food this year! Oklahoma produces in abundance. 
\ll of which supports the business axiom of 1941—keep pace New people and new business to be served by The Oklahoman 
with the greatest market shift since 1917... follow the army to sales. and Times! New people to be served by the most complete news cov- 
. t is the army that moved 32,500 men into Oklahoma’s Fort Sill erage and the swiftest delivery system in the state ...new business to be 
‘ six months. It is the army that turned Oklahoma City’s busy mu- served by the fastest stepping and hardest hitting sales producers in the 
‘clip. | airport into a stirring scene of reconstruction ... and the 48th southwestern area—The Daily Oklahoman and Oklahoma City Times. 


AMERICA’S GIBRALTAR 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 
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THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, CoLORADO SPRINGS 


KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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Promote “Plant Dinner,” Penn Politicians 


New Plant Nutrient 


William H. Rorer, Inc., Philadel- 
phia drug and _ pharmaceutical 
manufacturer, will use Atlantic sea- 
board newspapers, business papers 
and later magazines of national cir- 
culation to promote its new plant 
food, called Plant Dinner. 

The campaign will be timed to 
break with the Philadelphia and 
New York Flower Shows, and will 
be continued throughout the year. 


A money-back guarantee will be 
featured. 
Mead Offers New 
Annual Report Aids 

The Mead Corporation, Chilli- | 
cothe, O., quality paper manufac- 
turer, has published a new pam- 


phlet on “How to Plan the Annual 
Report.” 

Recommendations offered by the 
company are based on a study of 
the financial reports of more than 
500 leading business organizations 
and on opinions expressed by 
executives and advertising men. 


ADVERTISING AGE 


Fight Over Agency 
to Place Campaign 


| 


| Harrisburg, Pa., March 5.—Charg- 


ing a “political” change of agencies | 
|circles are that the proposed change 


| to handle tourist advertising for 
the Pennsylvania department of 
|commerce, Richard P. Brown, sec- 
|retary, resigned his $10,000-a-year 
|post this week, bringing the state- 
| wide controversy to a climax. 
Brown handed in his resignation, 
he said, rather than consent to state 
advertising accounts being “kicked 
|around like a political football.” 
| Governor Arthur H. James, Brown 
|reports, has ordered that the $150,- 
000 annual advertising expenditure 
of the commonwealth to attract 
tourists be taken from the Al Paul 


of Philadelphia). 


Lefton Company and given to the| 
Benjamin Eshleman Company (both | Appoints 


which had two years’ experience, 
and which my tourist advisory com- 
mittee feels has done a good job 
and is opposed to any change, there 
is nothing I can do but resign,” 
Secretary Brown had said, prior to 
his resignation. 

Reports being spread in political 


was ordered by the governor be- 
cause Jerome H. Louchheim, father 
of Henry L. Louchheim, a partner 
in the Lefton agency, swung his 
support from James to Wendell | 
Willkie on the third ballot at the | 
Republican National Convention in 
Philadelphia, while the Eshleman 
agency is headed by a_ personal 
friend of Col. Carl L. Estes, Texas 
publisher, who is an intimate friend 
of Gov. James, and was his chief | 
promoter in the “James for Presi- 
dent” drive. 


Kelly-Smith 


The Brooklyn Eagle has appointed | 


“Unless the governor realizes the | Kelly-Smith Company as _ national 
mistake of changing from an agency | advertising representative. 


me 


Harry Chandler Becomes Picture Agencies 


“Times” Board Chairman 
Harry Chandler, 76-year-old pub- 


lisher of the Los Angeles Times, has | 


retired as president of the Times- 
Mirror Company and taken the 
position of chairman of the board 
of directors. 

His eldest son, Norman Chandler, 
vice-president and general manager 
since 1936, was elected to succeed 
Mr. Chandler as president and gen- 
eral manager. The board elected 
the new chairman’s two other sons 
as officers, Philip Chandler becom- 
ing vice-president and _ assistant 
general manager, and _ Harrison 
Chandler vice-president and man- 
ager of the Times-Mirror printing 
and binding division. 


Lochman Airs Baseball 


Walt Lochman of Station KMBC, 
Kansas City, will broadcast play- 
by-play accounts of 1941 Kansas 
City American Association baseball 
games via WREN, Lawrence, Kan., 
and KCKN, Kansas City, Kan., be- 
cause KMBC could not clear time 
for the programs. 


>> BASE 


Quartermaster Depot 
as Center for Huge 
Midwest Area 


HERE 


— 


Inaugurate New 
Service Charge 


New York, March 5.—In an at. 
‘tempt to eliminate “abuses” in the 
juse of their services by advert ers 
,and publishers, the country’s "ee 
largest news picture agencies aye 
linstituted a service charge o: all 
|pictures submitted on approval] 
| Pointing out that the phenom na} 


| rise of news pictures in adve tis. 
ing has saddled the services 
a staggering overhead, spokes jen 
for Acme, International News S -y- 
ice and Wide World told Ap: «p- 
TISING AGE that the establi: eq 
practice of furnishing any nun oe; 
of prints on speculation has pus eq 
them deeper and deeper into ie 
red. Heretofore any advertise: 0 
publisher could phone one or a! of 
the picture agencies and ask t! m 
to rush over prints of desired s: b- 
jects. The customer was under 0 
obligation to buy, although the } e- 
ture service might have gone to 
considerable effort and expense in 
digging pictures out of files oy 
making new prints for the purp: e 

Under the new system a mi:.i- 
mum service charge of $5 will »e 
requested on all calls for pictu: es 
and the fee will be applied to tie 
purchase price if any prints f 
bought. In cases where the demaiid 
is for a large number of prints, tie 
service fee will probably be $10 
or $15. 

According to the picture servic 
advertisers and publishers have : 
cepted the innovation without com- 
plaining. Indications are that man. 
smaller picture agencies will prob- 


ably follow the leaders. One of 
these, the Free-Lance Photograp))- 
ers Guild, has already instituted 


the practice. 
Rebates on Installment 
Sales Required by Bill 


Sellers would be required to re- 


‘fund one-fifth of the amount paid 


by the buyer on conditional sales 
contracts in Illinois where’ two- 
thirds of the purchase price has 
been paid at the time of reposses- 
sion of the goods, under senate bill 
| 32 introduced in the Illinois senat: 
The bill was referred to the 
senate judiciary committee, whic! 
held a public hearing last week 


Honey & Coffee to Hoyt 
Charles W. Hoyt Company, N: 
York, has been named by the J 


G. Paton Company, Inc., and the 
Paton Corporation to handle the 
advertising of Golden’ Blossom 
honey and Yuban coffee. Plans f 
an extensive campaign in metro- 


politan New York newspapers 
be announced soon. 


1,400,000 
CUSTOMER-HOUSEWI 
EVERY WEEK 


This important group of 


pers, readers of the only 
man's weekly magazine, ar 
“must” audience for many 


a 
-_- 
-- 
-_——_—o 
-—— 


1940 Expenditures in 
Magozines 44/0, 000 , 


Average number of insertions 
in each magozne 
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5420,000,000 For Philadelphia Navy Yard 


Stimulating Retail Sales 


OR the advertiser, “Philadelphia” 
t is much more than a city. The 
Philadelphia District is a vast metro- 
politan manufacturing area—a huge 
belt of diversified industries now fe- 


Philadelphia Navy Yard ts onlya part 
of the record-breaking volume of de- 
fense orders pouring into this great 
Workshop, well called ‘““The Arsenal 
of America.” Awards already exceed 


sae verishly busy with war orders. The $1,441,000,000, creating a mighty im- 
ses Government’s outlay of $420,000,000 = petus to sales in America’s Third 


th for ships and munitions from the Largest Market. 


j the | Don't let a 


= Inquirer is FIRST in 
Philadelphia 


The Inquirer is Philadelphia’s leading news- 


nyone tel] you ¢ 


Phil adelphia Market nat the 


Stops at the mu- 
Ss. shed instance, one 
Cities jn the 52- 
District — ““Arse- 


county Philadelphia 
nal of America’’— j.. 


paper — first in retail advertising — first in . 
Incipal industries: 
shirts, furnaces, oil 
te Products, hosiery. 


iron and Steel, silk 
burners, Pumps, graphi 


national advertising—first in classified adver- 
tising—first in TOTAL advertising. For seven 
consecutive years, The Inquirer has been, 


Tr 4 


omplete defense awards 


without question, Philadelphia’s pre-eminent 


tracts. A $23,000 
chinery expansion 


advertising medium. 


The Philadelphia Inquirer DAILY circulation exceeds 400,000 
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When Statistics Backfire 


Readers of ADVERTISING AGE have |centage of error as to make them 


no doubt noted the consistent plus 
signs which are appearing opposite 
the retail newspaper linage figures 
which we publish each’ week. 
The reflection of retail buying ac- 
tivity supplied by figures 
again emphasizes our feeling that 
the Index of Retail Activity, a copy- 
righted and exclusive feature in 
ADVERTISING AGE for the past four 
years, is a valuable basic index to 
business conditions and hence of 
great value to advertisers and other 
students of marketing. We have 
received many indications that it 
is being closely followed as a means 
of checking the rapid rise of re- 
tail buying power in the 82 impor- 
tant markets covered. 

We have never done a great deal 
of shouting about this feature, be- 
cause while it serves as a very sig- 
nificant indicator of business activ- 
ity, it is not offered as a scientific 
and absolute measure of consumer 
buying power. But it has been 
shown in the years we have spent 
in compiling this information that 
there is a close and constant paral- 
lel between consumer buying power, 
retail sales and retail advertising 
in the daily newspapers. It is of- 
fered as a guide rather than an ab- 
solute measuring-stick of retail 
market activity. 

When we compare some of the 
statistical studies appearing in 
other business papers, which have 
received plenty of ballyhoo and 
build-up as expert and exact an- 
alyses of actual consumer buying, 
with this weekly feature in ApvER- 
TISING AGE, we are even prouder of 
this modest effort than we might 
otherwise be. The efforts which 
are made, usually with great care 
and effort, to project detailed fig- 
ures of consumer buying so as to 
give a current picture, have been 
found to contain such a large per- 


these 


'wholly unreliable as a useful guide 


to planning either sales or adver- 


tising efforts, unless checked by a | 


great deal of individual effort 
lated to the sales experience of the 
company concerned. 

For example, we checked 
figures on retail sales appearing in 


re- 


have 


a well-known publication in April, 


1940, and indicating retail sales 
volume for 1939, against the actual 
census figures now for 
that year. 
compiled with 
theless had an 


available 


great 
aggregate 


care, never- 


error 


retail sales total of $42,039,138,000. 
The percentage of error was 7.68, 
and ranged as high as 15 per cent. 
Most of the errors were on the down 


side, thus giving advertisers a less 


promising picture than actually 
existed. 

Another set of retail sales sta- 
tistics, appearing monthly in an- 


other business paper, has contained 
errors totaling $2,430,095,000 on a 
1939 census volume of $12,906,441,- 
000, an average error per state of 
18.82 per cent. In this study most 
of the errors consisted of making 
the estimates too high. In neither 
instance could the advertiser using 
the figures have been on. safe 
ground, since there was no uniform- 
ity of error and figures shown were 
both too high and too low. 
Government figures on retail 
sales furnish a sound base for com- 
paring markets and allocating ad- 
vertising efforts, especially when 
modified by the current picture 
supplied in the Retail Index. Whole- 
sale projections of these figures, 
even when conscientiously done, 
represent a serious danger if they 
are accepted at face value or with- 
out making due allowance for a 
large percentage of error based on 


| numerous variables. 


Another Reason for Advertising 


Monsanto Chemical and _ other 
ping in and offering their products 
to manufacturers whose supplies of 
aluminum and other metals re- 


quired for defense production are 


for normal production schedules. We 
may expect to see many substitu- 
tions of materials because of pri- 
orities in of defense manu- 
facturers, that products which 
have reached consumers in one form 
may have to be made in another 

Companies which are finding 
necessary to plan substitutions 
release strategic materials for 


favor 


so 


it 
to 
de- 


fense production will have an im- 
and 


portant necessary job of ex- 


|plaining both to the trade and the 
manufacturers of plastics are step- | 


public the reasons for the changes, 
the advantages of the new designs, 
and the justification for any price 
changes which may have had to be 


| put into effect. 
in danger of becoming inadequate | 


This is an era of rapid and un- 
foreseen changes, for which man- 
agement must at all times be pre- 
pared. Part of the essential prep- 
aration for changes _ in 
material and design consists of con- 
tinuous informative advertising 
which will not merely explain what 
has happened but will make capital 
of it by demonstrating definite ad- 
vantages to the consumer. No other 
plan will safeguard good-will and 
protect brand acceptance 


radical 


The estimate, no doubt 


of | 
$3,231,273,000 as compared with the | 


NO GEOGRAPHIC BOUNDS ON ENTERPRISE | Inf orm atic 


Tas 
SPACE 
FOR RENT 


Country Gentleman, 


Wet Paint 

In a way, the history of wet paint 
signs is the history of the rise of 
American civilization, the flowering 
of American creative genius, and 
the efficiency of the mass produc- 
ition system. Originally, the sages 


or a fence or a barn or a bench, 
‘he let it go at that, not caring par- 
ticularly whether some busybody 
smeared up his clothes or not. He 
| was a product of the rugged indi- 
| vidualist, caveat emptor type of 
civilization in which he lived. 

But then, along about the time 
lof the passage of the original Wiley 
pure food and drug act, paint brush 
|wielders became conscious of the 


* 


RY 


\ 


ineed for truthful labeling, and be- 
|}gan to smear crude warnings on 
|bits of broken board, scraps of 
|paper, etc. But they were still in 
|the home industry stage, as far as 
|their signs were concerned. 

With the growth of mass produc- 
tion and the accompanying tocsin 
cry of SERVICE, it was inevitable 
‘that mass production manufacturers 
\of paints, brushes, and sundry paint- 
}ers’ tools would swoop unerringly 
l'on this single remaining symbol of 
individuality; and swoop they did, 
with the result that neatly printed 
cards, with “WET PAINT” in two- 


inch gothic letters, followed by the 
blushingly modest line, “Whoosis 
Paint Mfg. Co.,” made their ap- 
pearance on the aforementioned 


houses, fences, barns and benches, 
from the rock-bound shores of 
Maine to you know where. 

And there the wet paint sign in- 
dustry rested on its oars. But not 
too long. American creative and 
inventive genius could not long be 
satisfied with the bare concept of 


SERVICE. It became SERVICE 
WITH A SMILE; please the cus- 
ltomer while serving him; leave 


|him with a friendly glow; give him 
j}a little extra something that makes 
|him eager to come back for more. 
| Naturally, the wet paint sign people 
{went along. Utilitarian signs in 
| glaring block letters became slightly 
outmoded; beauty and cleverness, 
riotous originality and in- 
genuity became the watchwords of 
ithe hour. A wet paint sign became 
lsomething more than a_ prosaic 
warning placard; it became a work 
of art, a matter for artists, design- 
}ers, psychologists and color analysts 
ito ponder on. It became, even, a 
|piece of art with a STORY behind 
}it, such the American-Marietta 
Company creation shown here. 

This, the newest and proudest ad- 
dition to the art of wet paint signs, 
|bears the portrait of Panda, seven- 
month old pup belonging to Ameri- 
'can-Marietta’s advertising manager 
|Don W. Warinner, and “the original 
|drawing, rendered in water colors 
|by Chicago artist Boris Hamilton, 
|depicts an actual happening in the 
Warinner home.” 


color, 


as 


Ad-libbing 


But even art with a story behind | 
it doesn’t make it one bit easier to | 
get the paint off your clothes. | 
Neat Stunt 

The Direct Mail Advertising Club | 


. ,\of Chicago works the neatest good 
'tell us, when a man painted a house | 


will stunt we’ve seen in many a| 
day. The day after it holds a meet- 
ing, the list of those in attendance | 
is supplied to the membership com- 
mittee chairman, and the next day 
every luncheon attendant who is 
not a dues-paying member of the 
club gets this letter: 

“Thanks so much for coming over 

. we were so glad to have you as 


our guest at our last luncheon | 
meeting. 
“In behalf of the officers and 


members of the Direct Mail Adver- 
tising Club, we all want you to feel 
that you were most welcome .. . 
and hope that we shall have the 
pleasure of having you with us 
again real soon.” 

It’s the first step in a member- 
ship drive—all carried out by mail, 
of course. 


Physicians’ Samples 


The National Association of Re- 
tail Druggists is up in arms against 
the practice of too liberal sampling 
of physicians by manufacturers of 
pharmaceutical products. It seems 
that physicians get so many samples 
they don’t know what to do with 
them, and so they pass them out to 
needy patients (not necessarily 
financially needy) and thus rob the 
pharmacists of a lot of business. It 
seems entirely reasonable that 
druggists should be worried about 
practices of this sort, but the manu- 
facturers should be a great deal 
more concerned. After all, the 
druggists can still sell ice cream 
and sandwiches and things, but 
what happens to the manufacturer 


if he gives away most of his prod- | 


uct? 


Jottings 


People are taking longer motor 
trips these days, necessitating an 
important change in the map-mak- 
ing plans of Standard Oil of In- 
diana. Noting that its customers 
have an annoying habit of running 
right off the edge of its state maps, 
Standard has ordered 50 per cent 
more sectional highway maps this 
year than last. There are six of 
them, covering all sections of the 


country, as well as the principal 
highways of Canada and Mexico, 
and Standard figures it will take 


the average motorist several days 
to run out of their boundaries. . . 

The Boston Police Department 
now has a director of public rela- 
tions, possibly the only one in the 
country. First holder of the post 
is John J. Bonner, a rookie police 
officer, who'll probably wish he was 
out pounding a beat before he’s on 
the job very long... 


Beech - Nut has been running 
around making blindfold tests, or 
whatever you'd call them, on the 


flavor lasting qualities of chewing 
gum. And in spite of all the jokes 
that have been tossed around about 
dumb, gum-chewing stenographers, 


these feminine wonders were the 
subjects of the test Beech-Nut 
came out with a 29 per cent edge, 
but the bosses’ reactions weren't 


measured 


|evidence 
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Advertisers 


The following documents may be 
secured without charge from 


JImMm- 
panies sponsoring them, or th: a 
ADVERTISING AGE, by any nat naj 
advertiser or advertising a: -ncy 
executive writing on his bus ness 
letterhead. 
No. 1776. Perfection ... Ja) iar, 


Thru December. 


Forbes Lithograph Comp : ny, 
takes a bow for the eye-appe: ang 
precise lithographic reprodu_ ions 
in the colorful pages of this new 
booklet. It is a calendar of de serts 


showing 365 ideas and recipe for 
the use of many of the Gx 
Foods products. 


No. 1777. Black Diamonds 


Wilkes Barre. 


Tons of anthracite —its pr: duc- 
tion and value—lead off in this 
new market study issued b» th: 


Record and Times Leader-) ews. 
Wilkes Barre, Pa. Consequ: ntia! 
follows, with figur: 
employment and payrolls, ney car 
sales, retail setup and other nar- 


|ket factors in Wilkes Barre ard its 


trading area. 


No. 1778. Display Guide. 
Sherman Paper Products r- 
poration offers this catalog of ideas 
for window and interior dis 
and exhibits. It describes 
illustrates uses for many new ma- 
terials and a variety of d 


| properties and accessories. 


|No. 1734. 


1941 Media Data Files 

Industrial Equipment News has 
issued this file folder of factual! in- 
formation showing how to reach 


{more than 53,000 operating men in 


the general industrial market. 


No. 1771. Facts. 
“Chicago in Your Vest Pocket” is 


the sub-title of this small book 
issued by the Chicago Herald- 
American. It contains a lot of vital 


statistics, reviews the highlights of 
1940, and points out the potentiali- 
ties for 1941 offered by the market 
and by the Herald-American. 


No. 1702. Consumer Purchases 

Cortland County, New York, |s 
the locale for this study issued by 
Farm Journal and Farmer’s Wife 
covering consumer purchases of 
items ranging from cosmetics t 
automotive products. Charts show 
the per cent of purchases of all of 
these items by town, rural and farm 
families of five economic classes 
|The similarity of town and farm 
purchases in many instances, and 
the greater use of certain products 
by farm families are interesting 
points in the study. 


No. 1721. How You Can Use Laure 
Impreved Photo-Offset. 


In this new brochure, Laure 
| Process Company outlines its f@ 
(cilities and serviees, and illustrates 


the speed, economy and fi x ibility 


lof its photo-offset process. Repro 
}ductions show many uses, [rom © 
simple, illustrated sales lett«r to 
more complicated layout, in cludins 
‘examples of color work and due 
tone. 
'No. 1766. Keep Your Eye on TP 
Great Preparedness M: rket 
This folder, issued by t! Moline 
|Dispatch and Rock Islan Arg“ 
contains some up-to-the m »ute °& 
ures on population, payro 5, TT 
sales and building in _ 
which is the home of ‘'¢ * 
Island Arsenal. 
No. 1708. Semi-Annual f°per 
In this bulletin, whic ue 
dressed to its advertisers »¢ 
agencies, The United Sta‘es Ne" 
reports on its progress. T»¢ Due 
tin enumerates the extra bene” 
subscribers through the public: 
tion’s change to magazine for™ 
January 1, and reveals ao 
e cue 


interest shown by increa 
lation and newsstand sale 
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advertising . 


Its name is “Local Color’. 

It’s that elusive sales quality in a maga- 
zine campaign that — 

(1) Helps your salesmen sell it to the 
trade. 

(2) Gets the trade to tie up with your ads. 

(3) Does a localized sales job on the 


reader in each important market. 
* 


Local Coler” expresses in two words what 
THIS WEEK MAGAZINE offers in greater 
measure than other national magazines. 
THIS WEEK gives you the power of a 
coast-to-coast magazine with 6 million cir- 
culation... And then steps up that magazine 
power with the local influence of the Sunday 


newspaper in America’s 25 Key Markets. 

These 25 markets are your Sales De- 
partment’s best bets. They mean as much 
business to you as all the rest of America 
combined. 

You can reach them by using THIS 
WEEK MAGAZINE—or by using the next 
4 weeklies, or the top 4 women’s magazines, 
combined. 

The coverage, in both cases, is the same. 
The cost, in THIS WEEK, is 
far less. 


THIS ] 


WEEK SELLS THE KEY MARKETS 


Take your choice. 
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10 Movies Help 
Dodge Dealers 
Sell More Cars 


"Tested Procedure" Is 
Used to Insure Great- 
est Success 


(Picture on Page 43) 
Detroit, March 6.—A unique trav- 
eling motion picture enterprise has 


just been put into the field by the| 


Dodge Division of Chrysler Corpo- 
ration the latest feature of its 
materially expanded activities in 
the mass selling field. The original 
Dodge car used by the Denis-Roose- 
velt Asiatic Expedition in filming 
the motion picture “Wheels Across 
India” 
to 


as 


assist dealers in planning 


has been placed in service 
and | 


executing free motion picture pro- 
grams. 2 

This is the first of 16 cars which 
will take the road in the enlarged 
program of free movies developed 
by the Dodge film department 
which is under direction of C. W. 
Nebel. In addition, more than 350 
Dodge dealers already have their 
own motion picture equipment for 
showing films presented by the 
company. Motion picture projec- 
tors are made available to dealers 
at low rental or by outright pur- 
chase from the factory. Under its 
enlarged program, Dodge now lists 
ten sound films available for show- 
ing. 

The special motion picture auto- 
mobile is proceeding on pre-ar- 
ranged schedules established by the 
company’s district managers who 
contact car merchants and, with 
their aid, act as advance men and 
booking agents in laying out routes 
and show dates covering dealer es- 
tablishments, churches, schools, 
clubs and other organizations. The 


undertaking involves a film supply | from theaters for use of the films | 


on wheels supplemented by projec- 
tion machines, advertising material 
and other paraphernalia, plus the 
services of an expert motion picture 
projectionist. 

Titles of the pictures presented by 
the Dodge film department indicate 
a wide range of subjects covered. 
For example, in “Wheels Across In- 
dia,” audiences are given a thrilling 
adventure story. “Land of the 
Free” is a patriotic picture. ‘Fluid 
Drive,” a product story, traces de- 
velopment of power transmission by 
hydraulic methods. The latest pro- 
duction, “Army on Wheels,” was 
produced in cooperation with the 
U. S. War Department during re- 
cent practice maneuvers. Other ti- 
tles are: “Thrill Hunter,” “Wheels 
Across Africa,” “An Evening with 
Major Bowes,” “Highway Bound,” 
“A Chance to Lose” and “Years of 
Progress.” 

Because of their high entertain- 
ment value, the pictures are in de- 


in their regular programs. Ar- 
rangements for such showings are 
made in connection with dealer tie- 
in. 

Evidence of the popularity of the 


movies is found in the outstanding | 


attendance records already built up 
by some of the pictures. For ex- 
ample, “Land of the Free” has had 
2,494 showings to 1,179,602 persons 
since its release early last year. 
“Wheels Across Africa,’ by far the 
most popular and longest in use, 
has been shown 23,116 times to 8,- 
143,127 persons since 1937. In ten 
days at the Michigan State Fair, 
“Army on Wheels” was shown to 
over 60,000 persons in a tent theater 
sponsored by the company. 

For free showings in dealer es- 
tablishments, the company recom- 
mends various groupings of three 
films each, providing balanced pro- 


|grams of about one hour’s enter- 
tainment. A typical group is 
“Wheels Across India,’ “Land of 


mand by clubs and lodges, and nu-| the Free” and “An Evening with 
merous requests have been received | Major Bowes.” 


Long experience on the part of 


wow 


delivers more listeners, 
in more counties, with 
more spendable in- 
come, than any other 
station in the Omaha 
market. 


Vol. 1 — No. 2 


WOWS-A-GRAM 


ei) 


i 


OMAHA - GREAT PLAINS MARKET BULLETIN 


wow 


does the job in the 
Omaha - Great Plains 
market at less cost 
than any combination 
of stations in the same 
territory. 


OMAHA, NEBRASKA 


‘20 000 000 New Payroll for Omaha Market 


Martin Bomber Plant to Employ 1,500 in 
Construction - 8,000 When Ready for Use 


Omaha's $10,000,000 bomber plant emerged from the realm of dreams into economic 
reality last Monday, when the ceremonial breaking of ground was carried out at Fort 
Crook, Nebraska. The huge plant, six blocks square, is expected to be ready for produc- 
tion by October or November. Meanwhile, approximately 1,500 men will be employed 
in construction. The plant will be operated 
by the Glenn L. Martin Company. 


18,000 Employees 
Ultimately Expected 


While the initial number of employees is 
8,000, according to Frank P 
Fogarty, Omaha Chamber of Commerce Com- 
missioner, the plant at full capacity will employ 
an estimated 18,000 persons, with a payroll esti- 


estimated at 


o 


mated at $20,000,000 a year. 


20°;, Increase In Omaha’s 
Spendable Income Anticipated 


According to Mr. Fogarty, “If and when the 
bomber plant payroll reaches the figure of 
18,000, that will be two and one-half times as 
many men as are now employed in the Omaha 
live stock industry, and more men than are now 
employed in all the factories of Omaha com- 
bined.” On this basis the city’s spendable income 
should be increased by about 20 per cent. 


iS past. 


ke 


Martin Says ‘‘Permanent”’ 


Glenn L. Martin was quoted in Omaha papers 
as saying that this bomber plant is not merely 
an emergency defense project, but will be oper- 
ated on a permanent basis after the emergency 


last year at 


advertising 


area, where 


as possible. 


Construction Work Alone 
Will Hike City’s Income 


An upward turn in Omaha's income should 
be felt almost immediately, as 1,500 men go to 
work in the bomber plant construction. Retail 
sales are expected to climb sharply after July. 
Commitments to cover this rapidly growing 
market with WOW should be made as early 


Write for WOW’s 
COMPREHENSIVE MAPS, 
|SURVEYS and CARTOGRAPH 


This May Be Big 


Crop Year, Too! 


This may be the year that farmers of the 
Omaha-Great Plains area have been hoping for 
since 1932. 
subsoil is estimated to be 45 per cent ahead of 


Moisture content of the Nebraska 


this time. According to Bruce Rus- 


sell, vice-president of the Farmers National 
Company, present indications point to the most 
favorable growing season in years. With farm 
and city income both tending upward, sales and 


managers should be ready to in- 


crease promotions in the Omaha-Great Plains 


one radio station — WOW — domi- 


nates the market. 


You Can Dominate the 
Omaha Great Plains Market 


WITH 


On the RED Network 


590 KC. . 5000 WATTS DAY & NIGHT 
JOHN J. GILLIN, JR MGR. 
John Blair & Co., Representatives 


| motion 


March 10. 


| 


Dodge dealers has enabled th 
pany to compile a “teste; 
cedure” for staging the free 
most effectively. Dealers ar: 
to follow this program: 


ImM~- 


Complete Program Set | 


A week before the show— 
Mail post cards to livest p: 
Arrange for newspaper pu 
Acquaint dealer’s staff wit} 
Contact officials of local or; 

tions such as American | 
Lions, Kiwanis, Rotary, ¢ 

Three days before the show 
Put up building banners a: 

dow cards 

Distribute “complimentary 
ets; post notices of the s! n 
office and club bulletin ds 

Schedule newspaper adve ng 
mats for the theatrical] 
two days in advance a n 
the day of showing 

Give radio station two or e€ 
spot announcements to u iV 
before the show 

Arrange to rent or borrow 

Day before the show— 

Make sure plenty of new I's 
and trucks are on display th 
prices marked 

Arrange for someone to distr ite 
car and truck literature at \ 

Have demonstrators availabk id 
pick up or drive home s). ja] 
guests 

Call pep meeting of entire o 
ization 

Day of the show— 

Set up the “theater” 

Hold dress rehearsal 
ization 

Keep men on telephone re: i- 
ing people to attend show 

Put on “ballyhoo” plans de d 
for show, such as parades, 
sic in front of showroom 

Inspect salesroom and _= s¢ ( 
quarters to see that everyt! ng 
is in spic and span order 

A complete motion picture 

kit is available to de 

for a small cost. It consist if 

building banners, window card 
mats, publicity stories, spot radio 
announcements, mats for post cards 


o 


for 


and admission tickets. Building 
banners, 30x108, are in colo: 
are also the 12 window cards h 
are 14x17 inches. Each kit 
tains 50 circulars for each picture 


on the program. These are fo. 
tribution to civic and social « 
and other interested groups Mats 


| for newspaper advertising are 1 col 


x 4 inches, and 2 cols. x 5 


Resigns Eureka Account 


Brooke, Smith, French & Do 
rance, Inc., Detroit and New York, 


has resigned the account, effective 
June 1, of the Eureka Vacuum 
Cleaner Company, Detroit, a! i 


21-year association. 


Kay to Stroh Brewing 


William Kay, formerly wit! Pie! 
Brewing Company, New Yor nd 
the Schlitz Brewing Company. Mil- 
waukee, has been named sal in- 
ager of the Stroh Brewing om- 
pany, Detroit. 


YOU 


Economize 
WHEN WE 
Decentralize. 


OUNDS complicated but 
here's the story: wey just 
handled an order for 6,0 0,000 
Newscolor circulars, dis'::but- 
ed and mailed througho ' the 
country 
Printing was done ir five 
plants, located East, iddle | 
West and West. Our cu:‘omer | 
saved much freight cost- saved 
time by multi-plant prod ©to" 
An excellent service { © ™ 
tional advertisers. We andl 


all details. 
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. . more, the shopper is not prodded | management itself clearly states and | sent a direct invitation to apply for | $400, he is sent a catalog and in 
Spiegel Refines by impatient clerks and can make /|respects them. For this reason a credit account. The latter group| formed that he can buy up t the 
selections carefully and leisurely.” |Customers are always encouraged |ijis carefully selected in advance.| limit of his rating—the onl, nay 
" The report also notes that the|to use their ‘Credit Bank Account,’ | Prospective customers of both types| quirements being that each — a, 
Credit System excellent delivery facilities avail-|@5 the credit plan is referred to in must fill out a credit application|must amount to $5 or more, ang 
able today have minimized sean) Pretoeoye Sei aaa a vie before they receive a catalog.| that payments must be kept to 
oroblem of mail order selling. given vo understand orders under 99 | 7. , date. 

for Mail § | | “An intensive and fertoe re- |are costly and will not be accepted. | a | “This new credit rating plan ha, 
a es search program indicates that the| Hence, orders amounting to less; “The application for credit is|been in effect approximately ty, 
company can sell profitably in than $5, for cash or credit, are first checked for character and pay-|and a half years. Ever sinc: the 
Selects Better Type of larger towns and cities where it refused. Cash orders amounting to|ing habits through a carefully | early problems were met and cg 
formerly did not do business.” the | ™°re than $5 are accepted, but| worked out system that operates come, it has proved workabk ind 
Customers After Mar- report continues, but approaches in jcustomers are reminded of the ad- similar to an insurance actuarial) understandable for both custo, er 
ket A raisals this direction are being made cau- vantages of their ‘Credit Bank Ac-_| basis, aided by reports from credit and the company. Indications are 
PP tiously with the wisdom of each | °°Ut reporting agencies. At this point|that the new system has helped to 
Chicago, March 5.—How Spiegel, step being proved before going on. ' om ny ie cae grenceet num- the applicant is either accepted or | maintain customer good-will 4 

Inc., has developed and refined its “Your management believes that ber of Orders are received from old rejected. If accepted, he is appraised the desire and habit of buyiy 
credit system of mail order selling | the company greatly benefits from established agent, of which for paying capacny and given a Spiegel’s. The early fear that on 
i caienied a cemplote detall in its distinctive and comprehensive cnere ere close to 2,000,000, to fully proper credit rating. customer might resent the fact that 
its current annual report on 1940 credit plan,” says the report, understand the way this credit plan It is interesting to note that|another customer had a |} Bi 


business just released to stockhold- 


ers. The report shows net earnings 
of $1,791,446 for 1940 compared 
with $1,751,092 for 1939. 


Beginning as a retail home fur- 
nishings store in 1865, the company 
in 1905 “undertook to sell on credit 
by mail order—something that had 
never been done before. Through 
the years that followed, the com- 
pany explored and developed this 
new field of mail order credit sell- 
ing. In 1931 the retail store divi- 
sion was discontinued in order to 
concentrate managerial energy on 
the mail order division which, from 
its inception, had been the most 
profitable,” Modie J. Spiegel, Jr., 
president, writes. 

There is no basis for the 20-year- 
old theory that “the mail order 
industry is a dying one” in the 
opinion of Spiegel. “In judging for 
yourself the possibilities in the mail 
order field,’ continues the report, 
“consider the advantages that a 
mail order house enjoys in offering 
its merchandise to families in every 
part of the country: 


More Efficient Operation 


“The most important fact is that 
mail order prices are usually lower 
than retail store prices because mail 


order is the most economical 
method of distribution. All em- 
ployes at a mail order plant are 


working all the time—there are no 
idle clerks waiting for customers. 
There are no high leasehold ex- 
penses. The fixed investment to 
the total capital and volume is 
much less than usually employed in 
retail stores. 

“The mail order catalog offers a 
wider variety of merchandise and 
greater selection than do stores. . . 

“Mail order shopping attracts 
those who want to save time, be- 
cause orders can usually be planned, 
written and mailed in a fraction of 
the time it takes to get to a store, 
shop around and buy. 


Fascination of Catalog 


“Less tangible, but none the less 
important, is the fascination of 
shopping from a catalog with its 
attractive illustrations and its de- 
tailed descriptions. The information 
given about each item usually is 
more accurate and much more com- 
plete than the average retail store 
clerk is prepared to furnish. Com- 
parisons are easier. The catalog is 
a real shopping guide. Further- 


(Advertisement) 


Cudahy Moves to Red; New 
Shows for Moore and Mars 


Three new shows start over the 


NBC Red airwaves during March, 
according to latest program infor- 
mation. 


One, Cudahy Packing Co.'s “Bach- 
elor’s Children” serial will be heard 
five days a week. Slated for Mon- 


day through Friday from 10:15 to 
10:30 A. M., “Bachelor’s Children” 
will begin its NBC Red career for 


Old Dutch Cleanser on March 24. 


The second, “Betty Moore,” spon- 
sored by Benjamin Moore Paints, 
returned to NBC Red for its third 
consecutive year of Saturday morn- 
ing broadcasting on March 1. “Betty 
Moore” is heard from 10:30 to 
10:45 A. M. 


The third, a brand-new show en- 
titled “What’s Your Idea?” will be 
sponsored on Sunday evening from 
6:30 to 7:00, by Mars, Inc., candy 
manufacturer already famous in the 
radio entertainment field for its 
“Dr. I. Q.” show, also heard on 
NBC Red. The first edition of 
“What's Your was aired 
March 2nd. 


Idea?” 


“through which it attracts and holds 
customers. It plans to continue to 
encourage this credit plan to the 
exclusion of other methods of sell- 
ae 

Minimum Order $5 


“Customers comprehend 


and | 
respect business policies when the! 


works it is necessary to trace the 
various steps taken to qualify for 
credit approval any _ individuals 
with whom the company has not 
previously done business. 

“These are of two types: first, 
those who have heard of the com- 
pany through a friend and send in 
an inquiry; second, those who are 


while over 50 per cent of the good- 
will or unsolicited inquiries re- 
ceived currently are rejected, only 
15 per cent of the applicants chosen 


through the selective program are | 
rejected. 
“After the applicant has been 


accepted and told his credit rating 
of an amount varying from $25 to 


credit rating has been entire], 
pelled through experience. 


No Credit Charge 


“The most important featur: 
|the credit plan is this: there j 
charge for credit at Spiegel’s. 

|policy is the very cornerstons 
|the selling plan, and the man 
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ment ntends to continue to pursue pany, and all orders are shipped 
it ags essively. from Chicago, except certain large 

“When pricing merchandise in| items which are shipped direct from 
the Si iegel catalog, no considera- factories. This makes for a well 
tion is given to the credit price coordinated and easily controlled 
charged by others. Every compari- | operation, because the management 
son made on a cash price basiS |is in constant contact with the 
An ndependent standards depart- various activities. Although it is 
ment has been established, the only recognized that there are certain 
function of which is to maintain all advantages in having more than one 


Spiege! prices, On credit, competi- strategically located mail order 
tive! with cash prices of other plant your management believes 
houses that its present plan of operation 


“Since there are expenses inci- from one distributing point is more 
dent to credit acceptance and advisable for the company. 
account handling, and since provi- “3. There is a saving in selling 
sion must be made for credit losses expense made _ possible by the 
and collection costs, there must be larger credit order and continuity 


corresponding savings in other ac- of credit buying. 

counts to offset these . expenses. Sewer Lenders Gels 

Here are some of the ways this is 

accomplished: “4. The percentage of gross 
“]. The average Spiegel order is| merchandise profit varies between 

several times larger than the aver- types of merchandise. ‘Leader’ 

age cash order. This creates a sub- | items naturally carry a smaller per- 

stantial saving in the handling of | centage of gross merchandise profit. 
rd Cash customers are often forced, 

’ The Chicago plant is the! through the restrictions imposed by 


only plant maintained by the com- the limited amount of cash avail- 


able, to buy low-priced ‘leaders.’ 
Credit customers are not so hin- 
dered, and in consequence usually 
select better quality merchandise 
which carries a larger percentage 
of gross merchandise profit. It 
follows, therefore, that the credit 
house has the advantage of selling 
fewer ‘leaders’ with a lower per- 
centage of gross merchandise profit, 
than the average cash house.” 

Continuing, the report says, “your 
management .. . has inaugurated 
a more conservative program of 
credit acceptance combined with 
the solicitation of a better class cus- 
tomer. As a result, the average 
income of new customers in 1940 
was $28.29 a week, as compared 
with the average new customer 
income of $16 a week in 1937.” 

Efforts to select a better type of 
customer were intensified by the 
company in 1938, a program of im- 
provement in merchandise’ and 
service also being put into effect 
to satisfy the more discriminating 
customer. 

“Results are encouraging,” says 


the report. “For example, selling 
expenses in the Southern states 
have always been low, while the 
ratio of credit losses has been high. 
In line with the new objectives, 
Southern business, as compared to 
the total, had to be curtailed. 
Whereas formerly Southern volume 
comprised 38 per cent of the total, 
it is currently 23 per cent. 


Change Character of Customers 


“The same territorial restrictions 
have been applied less severely to 
Northern areas. Sections of many 
states, found to be undesirable, have 
been eliminated. This has_ been 
accomplished over a period of years 
through scientific appraisal of 
potential markets. It was in this 
connection that the new fields men- 
tioned previously in this report 
selling in larger towns and cities 
were discovered. By continuing 
these careful market appraisals, in 
both old and new territories, selling 
effort can be concentrated in dis- 
tricts where resistance and 


sales 


“RADIO DAILY" POLL—Favorite Program—7 out of 
10 on the Red; Favorite Entertainers — 8 out of 10 on 
the Red; Favorite Swing Bands—8 out of 10 on the Red, 


Favorite Comedians —9 out of 10 on the Red. 


“NEW YORK WORLD-TELEGRAM"” POLL —5 out of 


6 Favorite Programs on the Red; 7 out of 8 Favorite 


Comedians on the Red; 5 out of 9 Favorite Quiz Shows 


“CLEVELAND PLAIN DEALER“ POLL—9 out of 11 
“All-American Radio Personalities" on the Red; 7 out 
of 1! Favorite Programs on the Red; 9 out of 10 
Favorite Comedians on the Red; 9 out of 12 Favorite 


Singers on the Red. 


the Red. 


HE RED NETWORK salutes its adver- 

tisers for again winning the acco- 
lades in the annual popularity polls. In 
placing the finest entertainment on the 
network with the finest facilities, they 
have made it possible for the Red to 
lead the field for the thirteenth con- 
secutive year. 

These are the basic reasons for the 
Red Network’s preferred position on 


the nation’s radio dials—a preferenceso NBC Red! 


“MOTION PICTURE DAILY" POLL—" Champion of 
Champions" —4 out of 6 on the Red; Comedians, etc. 
—16 out of 22 on the Red; Vocalists—11 out of 21 on 


the Red; 15 out of 25 division Ist places on the Red. 


on the Red; 5 out of 8 Favorite Studio Announcers on 


marked that the listeners themselves, 
in NBC’s All-County Census, voted the 
Red their favorite network by a wide 
margin. In the daytime, the survey 
shows, 36.9% more radio families listen 
most to the NBC Red Network than to 
any other network, and at night, 41.7% 
more listen most to the Red. 

Day or night, sales blossom faster on 


America’s most popular network — 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


NETWORK 


THE NETWORK MOST PEOPLE 
LISTEN TO MOST 


credit conditions are most favor- 
able.” 

“It is the management's belief 
that these newly instituted policies 
will yield a greater profit in the 
long run, even at the expense of 
immediate larger volume,” 
Mr. Spiegel’s report says at this 
point. When considered in conjunc- 
tion with the fact that Spiegel’s 
sales for February were 8.4 per cent 
below those for February of last 
year, and that two-month = sales 
were $6,063,758, off 8.9 per cent 
from the $6,662,433 during the first 
two months of 1940, it can be seen 
that the management is not being 
deterred in its new policy of selling 
to carefully selected customers, 
even though suffering rather sharp 
| decreases in gross sales for the time 
| being. 

A part of the new Spiegel policy 
is a “new and firmer collection 
technique which was. started in 
1938 ... and will be continued,” 
the report says, noting also that 
“in 1937 it took several days to 
handle most orders. Today, 70 per 
}cent of orders are usually shipped 
on the same day received,” due to 
addition of a night shift. 

“Correspondence has also been 
j}improved. It is more expensive to 
|handle promptly and thoroughly a 
complicated letter that is difficult to 
read than to give a cheaper form 
letter reply, but your management 
is convinced that this added ex- 
pense is necessary to hold the better 
type customers.” 

The name of Elmo Roper, sur- 
veyor of public opinion and analyst 
of public reaction, will be proposed 
for election to the board of direc- 
tors at the annual meeting April 1 
The report notes that Mr. Roper’s 
market research facilities have been 
used by the company at intervals 
in the past few years 


sales 


WXYZ, Detroit, Exploits 


Boost in Night Power 

WXYZ, which has been operating 
on 5,000 watts daytime, celebrated 
the increase of its night operations 
to the same power Feb. 21 with a 
broad promotion campaign. Space 
has been bought in business publi- 
cations, daily newspapers in Detroit 
and the metropolitan area, weekly 
newspapers throughout lower Mich- 
igan, Ohio and Indiana and neigh- 
borhood publications in Detroit. 

Counter cards were placed in 
5,500 retail stores, more than 1,600 
display cards were used in street 
cars and buses inside and outside 
Detroit, 80 motion picture theaters 
in Detroit and surrounding cities 
have been running special trailers 
for 10 days and a direct mail cam- 
paign to the time buyer and sponsor 
has been conducted. In addition 
$300 in cash prizes was awarded for 
the best 25-word letters describing 
the dedicatory program. 


Nassour News on KECA 


Nassour’ Bros., Ine., Ltd., Los 
Angeles, is sponsoring a Hollywood 
news program over KECA, Los 
Angeles, twice weekly, Mondays 
and Fridays, 5:15 to 5:30 p. m., 
PST, beginning March 3, for 42 
Oil Shampoo. Milton Weinberg 
Advertising Company, Los Angeles, 
is the agency 


(Advert ment) 


NBC Red Announces 
New Improvements 


North, East, South and West, the 
NBC Red Network’s parade of cov- 
erage improvements continues, add- 
ing thousands of new listeners to 
Red Network programs every 
month. 

Power Increases: 

WFLA, Tampa, 1,000 to 5,000 w. 

KARK, Little Rock, 1,000 to 5,000 w. 

WROL, Knoxville, 250 to 500 (1,000 
D) 

KTAR, Phoenix, 1,000 to 5,000 w. 

KYW, Philadelphia, 10,000 to 50,000 
w 


-WTAR, Norfolk, 1,000 to 5,000 w. 


WING, Dayton, 250 to 5,000 w. 

WIOD, Miami, 1,000 to 5,000 w. 

WCSH, Portland, Me., 1,000 to 5,000 
Ww. 

New Transmitters, Antennas, etc.: 
WFLA, Tampa—directional antenna 
WROL, Knoxville—1,310 to 620 kc 
KTAR, Phoenix—new transmitter 

and antenna 


These and other improvements 


are helping to make NBC Red, now 
more than ever, the Network Most 
People Listen to Most. 
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Gives Dope on Cream 
of Wheat Reduction 

To the Editor: I wanted to call 
your attention to a rather important 
omission in the Cream of Wheat 
story on page 18 of the March 3 
issue Of ADVERTISING AGE. 

I believe this entire write-up is 
somewhat misleading in that the 
caption “Cream of Wheat Cuts Ad 
Costs, Boosts Net” indicates a rather 
substantial increase and then in the 
write-up itself, it is indicated that 
there was an increase in advertis- 
ing expenditures during 1940 as| 
compared to 1939 of approximately | 
$116,000, whereas the net sales in- 
crease during the same period was 
only about $27,000. This is not the 
case and I believe that since you 
referred to Cream of Wheat’s maga- 
zine advertising only, that here is 
probably where the important omis- 
sion occurred. 

As a matter of fact, there has} 
been a rather substantial decrease 
in advertising expenditures for 
1940 as compared to 1939, having 
gone from approximately $550,000 
in 1939 down to approximately 
$500,000 in 1940. 

The story, therefore, in my opin- 
ion, should clearly state that while 
there was a drop-off in advertising 
expenditures of approximately 
$50,000 there was an increase in net 
sales of about $27,000 and in spite 
of increased taxes and 
manufacture, due to the fact that it 
costs more money to produce “New 
5-Minute” Cream of Wheat, The 
Cream of Wheat Corporation ended 
the year with a gain in net profit 
of about $50,000—the difference be- 
tween $1,140,997 and $1,090,958. 

E. A. CASHIN, 
Barton, Durstine & 
Inc., Minneapolis. 

v v 


Proud Producer 


To the Editor: It may not make a 
tremendous difference to the women 
who see it, and therefore prompted 
to buy—but we produced that 
Jantzen Swim Suit 24-sheet poster 
you picture in the Feb. 24 issue 
And we are proud of it! 

Ernest H. Russet, 

Division Manager, Erie Di- 

vision, United States Printing 

& Lithographing Company, 

Erie, Pa. 


cost of 


Batten, 
Osborn, 


Puts industrial Facts 


in Pictorial Form | 

To the Editor: A book of indus- 
trial facts and _ statistics—over 60 
per cent pictorial! And why not? 
We think the most serious-minded 
executive is just as responsive as 
the next man to color and romance 

. even when dealing with 


sober 


facts. So the enclosed book, “The 
Chessie Corridor—lIndustry’s Next 


Great Expansion Area,’ was writ- 
ten to present facts, but to make 
them readily digestible. 

This book was created by Mc- 


Cann-Erickson, of Cleveland, in 
collaboration with the advertising 
and industrial development depart- 
ments of Chesapeake and Ohio 
Lines. Months of research by many 


workers went into the job—tfield 


Voice of the Advertiser 


This department is a reader’s forum. 


Letters are welcome. 


FIRST A BUSY STORK, THEN A SMILING FATHER 


Something to brog about- 


ér 
Pon 


PYRO 


t FREETE 
NO BOL-AWA 


fa 


rer 


Can it really be possible that all of these "tie-up" postings occur solely through 
happenstance? 


The Chessie Corrido1 
among the records of numerous 
Federal and State authorities. 
Naturally, we're all rather proud 
of the finished book. We hope, be- 


work in and 


cause of its vitalized style of tell- | 


ing an industrial location story—its 
unusual proportion of photographs, 


maps and pictograms—its colorful 
treamlining of huge masses of 
data—its use of entire pages for 
pace-changing chapter headings 


that you'll think it deserving of ed- 
itorial mention. 

Pau McCormick, 
MeceCann-Erickson, Inc., Cleve- 
land. 

v v v 


Similar System 

To the Editor: Thank you very 
much for sending to me Young’s 
book which I found extremely 
interesting. 

I was amazed to 
been using pretty 
system. It is 
some one has 


find that I 
much the same 
startling to find that 
made out of 
what I call my “fireless cooker” 
method. I thought it was just my 
own dumb way of doing things. It 
is cheery to learn that there is 
in it. IT only knew it worked, 
though not always 100 per cent. 

I go thru all the steps—muddling 
around trying to find information 
stewing and fumbling—after which 
I put the mess in the boiler and 
turn on the pressure. Sometimes 
the process has to be repeated sev- 
eral times and result is not always 
adequate, largely, I suppose, be- 
cause of insufficient capacity or 
insufficient gathering of material. 

PROMOTION MANAGER 


sense 


sense 


v v nd 


Natural Sequence 

To the Editor: Considerable com- 
ment and amusement been 
caused by the display of a stork 
poster of Alpen Brau beer adjacent 


has 


to a proud father with three chil- 
dren, constituting the Super Pyro 
design on the Al Fresco’ poster 


plant in St. Louis. These two de- 
signs, posted by accident at several 
locations, make a _ quite perfect 
extension to one another. 

The Alpen Brau poster shows the 
stork bearing a bundle in his bill 
(in which there happens to be beer 
bottles) with a caption reading “an 
increase in sales—5 years in a row” 
and next to it the Super Pyro poster 
showing a proud father pushing a 
perambulator with triplets, and a 


had | 


STATISTICS IN PICTORIAL FORM 


Huge, impressive 


book telling the story of "The Chessie Corridor’ 
ing fashion. 


al 


: 
ae” SS 


in eye-appeal- 


caption reading 
about.” 


“something to brag 


A. C. HOosKINs, 
Fresco Advertis- 
St. Louis. 


President, Al 
ing Company, 


Why Western Union 
Blanks Are Yellow 


To the Editor: We were 
|much interested in seeing the 


very 
ref- 


}erence contained in the Ad-libbing | 


'column in one of your recent issues 
to a story about telegraph blanks, 
i'which originally appeared in our 
house organ “Dots and Dashes.” 

I am writing to answer the ques- 
|tion you raised in the first para- 
| graph of your story as to why our 
lblanks are yellow. There are 
eral reasons why yellow has been 
pon our payroll for some 60 years, 
iand why we selected yellow rather 
{than another color of the spectrum. 
Throughout the ages, men have 
|shown a curious consistency in their 


Sev- 


| reactions to various colors Red, 
for example, always signifies fire, 
war, cruelty—the sterner qualities 
;}of mankind and the more extreme 


| passions and The red flag 


jled Roman warriors into battle, and 


V1ICGSs. 


today it is not only a symbol of 
revolution, or anarchy, but also of 
danger. 

White naturally suggests _ life, 
purity, innocence, peace and _ re- 
‘lated ideas. The white flag is a 


token of surrender. Due largely to 
its quality of coldness and proxim- 
ity to black, blue has symbolized 
solitude, sadness, and through its 
association with the sky or heaven 
it also suggests hope, 
piety. 

Purple has acquired a symbolism 
befitting a color which lies between 
blue and red. It signifies royalty, 
pomp, stateliness, hence the “royal 
purple.” Black always has suggested 
void, woe, gloom, wickedness and 
outer darkness 


constancy, 


Yellow, on the other hand, is 
suggestive of gold, glory, power, 


splendor. In China, yellow has been 
employed as a regal and_ sacred 
color. Today, because we have used 
it for 60 years for our telegrams, 
yellow is symbol of 
and dependability. 

| From a purely utilitarian stand 
}point, yellow has the practical ad 
vantage of high visibility, and we 
understand that scientific tests have 
\led to the wide adoption of vellow 
lfor traffic markings on streets and 
curbs In 


also a speed 


some places yellow has 
supplanted red for use on fire hy- 
| drants Yellow has found 
favor in many advertising signs 

Nature, has been profligate 
jin her use of yellow, as note the 
profusion of the sands of the desert 
and the seashore. Yellow is one of 
|the predominant colors of the fall, 
| and in the spectrum is adjacent to 
nateure’s springtime color of green. 
Getting down to more practical 
matters, nature has used yellow as 
|a measuring stick of neatness by 
automatically marking the careless 
man as one who doesn't remove the 
yellow egg yolk from his chin after 
breakfast 

Scientifically, our perception of 
color is entirely a physiological phe- 
nomenon. The retina of the eye 
distinguishes three fundamental 
colors: red, yellow—green and blue. 
Of all colors, the vellow 
back the most light. 


also 


too, 


the spectroscope can be produced 


throws 
The yellow in! 


by a sodium flame. Syllogistically, 
we thus find yellow to be the salt | 
of the earth. 

From the above you will see that | 
our selection of yellow is based on 
sound, scientific principles, not to 
mention the fact that because we 
print hundreds of millions of yel- 
low telegram blanks annually it 
was necessary to use an economical 


paper. As you know, yellow manila 
fits the bill. The importance of 
this is obvious when you realize 


that four out of every five tele- 
grams sent in the United States are 
on a yellow blank, and in at least 
16,000 places in this country the 
yellow telegram is the only one 
known. 

I trust that the foregoing will an- 
swer the question why Western 
Union blanks are yellow. 

W. H. DeppeRMANN, 

The Western Union Telegraph 

Company, New York. 


The Muse at Work 


To the Editor: This is not poetry, 
but it’s pretty close. 
Watch Yourself 
When silence hangs like a martyred 


queen 
When your sister is lovely at seven- 
teen 
When she’s asked to dances, and 


you might have been. 

Listerine. 

When instead of 
gum 

When the fellow next door calls you 
pretty but dumb 

When you're always returned whcre 


for 


kisses he asks 


you started from. 

Mum. 

When he finally arrive without 
his tux 

When you only dream of dining 
de-luxe 

When you think he likes you, and 
then he ducks 

Lux. 

The laws of loneliness are hard to 


hurdle 


|Plant seeds of happiness where soil 


is fertile 


|Don’t let your charm begin t 
curdle 
Gullible little girl-friends of the 


—, 


WHERE THERE'S SMOKE_ 
WHEN THE FINGER of Fin 


y tii lieves pain; fights in omg 
dd Promotes healing. It's ~ dere 
“4 first aid for Cuts, Sau 
Irritatnons—es weil as Burns «: 


1. Keep calm. 2. Call the Fire De. 
partment. 3. Forget about insurance 
for home ahd contents. It's too late 
how 


= 

¢ t sell fire urance. See your Local A 
Buy as much coverage as you'd like to have = 
g AFTER a fire. You'll rpr how = 
surance costs = 


The fire ads all got together in 
makeup example. 


girdle. 
It all depends on how you sm 
The stronger the odor, the mor: e 


sell 

Are you destined for heave) 
headed for, well— 

Hell? 


Time will tell. 
Tep Kirsy, 
Pedlar & Ryan, New Yo: 


v v v 


Fire, Fire 

To the Editor: Here’s anothe; 
your “strange coincidence” de 
ment. We handle Germantown 


tual Fire. The ads appeared 
the Philadelphia Evening Bul 
Feb. 3. 

MALCOLM HeEr?z, 


P. M. Allen Advertising Agen 
Philadelphia. 


They Increase Sales of You 


Product for Your Deale, 


THE 


AnH. C. Wilder Station 


AT THE "CROSSROADS OF 
EMPIRE 


Central New York's 
Popular NBC Station 


A. 
¥ WS ; R 
nov. 


STATE 


SYRACUSE, N. Y. 
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Frankly, it beats us! 


® NO QUESTION ABOUT IT. The sky beats LIFE for curately polls public opinion—shows that those 
E c verage of the great mass of American people— 3,000,000 copies are read each week by a total 
But LIFE’s net paid circulation now tops audience of more than 20,000,000 people.’ 
3,900,000. It is no mere accident of publishing luck that LIFE 
\nd scientific research—like that which so ac- _ has become the most stimulating, eagerly anticipated 
reading event of the week for all these people. 


LIFE earns this enthusiastic, ever increasing audi- 
ence because it offers these millions truth and reality 
about the fast-moving world they are trying to com- 
prehend—and does it in an exciting way they like 
and understand! 


They find, too, that LIFE’s advertising pages 
ably complement the editorial pages, in carry- 


ing useful, lively, informative news pertinent to 
modern American living. LIFE now carries a 
greater variety of consumer goods advertising 
than any other magazine. 


Pi 7 r 

*Scientifically established and reported by LIFE’s Continu- 
ing Study of Magazine Audiences. Latest audience totals, 
from Report No. 4: 

COLLIER’S. . . . . . «. . 14,750,000 
LIBERTY .... . «. « « 12,900,000 
LIFE . . . . . . . . . . 20,450,000 
SATEVEPOST. . .. . . . 13,050,000 
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Coal Men Take Fight to Gas 
by Selling Stoker Heating 


Natural Gas Area Ils 
Scene of Remarkable 
Sales Drive 


By B. K. ANDERSON 


Kansas City, Mo., March 6.—Coal 
producers and their affiliated indus- 
tries throughout the Southwest area 
are prepared to slug it out, via ex- 
panded advertising and modernized 
sales promotion, with the gas utili- 
ties for the automatic heat business 
of this district, W. E. Blucher, 
secretary, Bituminous Coal Utiliza- 
tion Committee for Kansas, Mis- 
souri and Oklahoma producers, em- 


STEEL PRODUCTION 


HOW'S BUSINESS? 


The [busintss Melee 


TELLS YOU accuraTeLy 
ano AUTHENTICALLY 


and fora sample copy 


N & STRACHAN 
374 DELAWARE AVE., BUFFALO,N.¥. "esas ons «sow om rue 147 


phasized to ADVERTISING AGE today.| new advertising strategy, which sev- 


An entirely new technique in coal 
advertising and sales promotion has 


been developed during a two-year 


test period in the Kansas City area, 
Mr. Blucher said, and this campaign 
is to be spread immediately to zones 
centering around St. Joseph, Mo., 
Wichita and Topeka, Kan., Omaha 
and Lincoln, Neb., and Council 
Bluffs and Sioux City, Ia. 


Gas Competition Tough 


Aimed particularly at fighting 
gas competition, the area which will 
ultimately be invaded by the Bitu- 
minous Committee’s new advertis- 
ing includes Oklahoma, Texas, 
Kansas, Missouri, Iowa, Nebraska, 
and South Dakota, a district which 


contains the most extensively de- 
veloped natural gas fields in the 
/country. It is in this section, Mr. 
Blucher said, that automatic gas 
heating and gas-powered industry 


have attained their greatest growth 
in recent years. 
In detailing the 


coal producers’ 


eral national coal stoker manu- 
facturers have reportedly already 
suggested to other producer organ- 
izations throughout the country, Mr. 
Blucher pointed out that “coal 
producers have not sat idly by and 
watched the gas utility extend its 
pipe lines and make constant in- 
roads on the fuel markets of the 
area without resorting to several 
different types of advertising cam- 
paigns in an effort to stem the tide 
and turn part of the new automatic 
heat market into coal channels. 


Entire Approach Changed 


“Previous to 1939, coal producers 
tried campaigns advertising coal as 
the ‘economical fuel,’ and used ef- 
forts built around the value of the 
industry to the area from a tax, 
number of employes, and wages 
standpoint. But these campaigns | 
were utter failures far as in-| 
creasing volume was con- 
cerned. 

“Then 


as 


sales 


in late 1938, we hit upon | 


You can File and Forget phrases like ** 
and “sales potentials’°—the 49th State has hit the 
INDUSTRIAL JACKPOT! Take a quick look at this busy 
section! The 20 Million Dollar Military Training Camp 
at Rolla, is just ONE project in a group totaling more 


than 200 Millions of Dollars! 


So What? 


Just this: Here’s an important new market, spending 
important new money. Here’s Opportunity, with a capi- 
tal “O''— don't let it bruise its knuckles knocking at 
your door! Use the St. Louis Globe-Democrat to reach 
out into the 49th State with your message—it’s the only 
St. Louis newspaper that even claims to cover this PLUS 
market. In 303 important surrounding towns, 50% or 
more of the families read the Globe-Democrat regularly! 


SS 


~*~ 


business activity’ 


With The Globe-Democrat You Get 


od 


ae 
gets 
nm 2 


THE 4QTH STATE 


@ A compact market of active, 
money-spending people living in 

@ 87 counties in Eastern Missouri 

and Southern Illinois where 


© Combined annual retail sales reach 
almost 500 millions of dollars 


ts 1 is,t00 


Louis Globe-Aemocrat 


_Dhe NEWSPAPER OF THE 49°" STATE 


the idea of advertising coal not as 
coal, but as automatic coal stoker 
heat. Certainly, we took this lesson 
from the gas utilities. We learned 
to advertise not what it is, but what 
can be accomplished with it. We 
coal men advertise stokers instead 
of coal, now, to sell the latter. 
“The Committee appropriated 
$15,000 for the sole purpose of 
newspaper advertising in the Kan- 
sas City area of automatic coal 
stoker heat during 1939. No prod- 
uct or brand was mentioned in this 
advertising, but we took full pages 
once a month and filled in with 
half and quarter pages in between. 
Coal dealers, distributors, and stoker 


firms usually bought most of the 
space on the pages opposite this 
advertising to promote their own 


products. 

“At the end of 1939, 
we had increased the number of 
coal stokers in the Kansas City 
area from less than 1,000 to more 
than 3,000. We continued the trial 
in 1940 and increased this number 
by 3,500. Present records indicate 
that approximately 5,000 more will 
be added in this immediate vicinity 
this year.” 

Clinics Are Held 


was not until 1939 that the 
coal producers in the Southwest 
were convinced that the average 
stoker on the market merited this 
sales promotion, Mr. Blucher ex- 
plained. And the committee’s plans 
at present include large scale edu- 
cational clinics for both dealers and 
stoker prospects. Usually these 
meetings are of a week’s duration 
with three nights set aside for the 
public to attend and see stokers in 
action burning coal produced in the 
region. The remainder of this time 
is given to instruction in installation 
and maintenance. 

In outlining the new 1941 cam- 
paign, Mr. Blucher reported that the 
committee will spend approximately 
$30,000 for advertising this year and 
this amount will be matched by coal 
dealers and stoker distributors in 
the areas where the advertising 
appears Total expenditures, he 
estimates, will exceed $100,000 in 
the area covered, because many 
brand advertisements will appear 
in conjunction with the campaign. 
During the test period the producers 
have footed the entire bill. 


we found 


It 


Testimonials Important 

The campaign will confine itself 
to smashing full pages in newspa- 
pers once each month, followed at 
regular intervals by half and quar- 
ter pages. Approximately 65 cents 
out of the commission on each car 
of coal marketed by the producers 
goes to defray the expenses of this 
particular advertising. 


The copy will concern _ itself | 


— 


PLUGS STOKERS 


“ANUNTED 


by Cold Floors ang 
Shy-High Heating Bilis? 


Full-page advertisement in Kansas © ty 
which shows the copy tack being teren 
by coal companies in their competi: ve 


battle in the area most easily 
cheaply served by natural gas. 


nd 


chiefly with the economy of au‘o- 
matic coal stoker heat comp 
with other types of fuel. It 
also explain the deferred pay: 
installment plan developed by the , 
committee and handled thr . 
local finance companies and p. 
firms, and will stress the unit 
heat of coal stokers and clain r ' 
them a healthful, warm, dry, circu- 
lating air condition without ove | 
under heating. } 
Testimonials, illustrating build- ( 
ings heated, will be featured i: 
copy, along with the claim that | 
this method brings “savings up to | ( 
50 percent over any other form of 
automatic heat.” In most of the 
advertising, the copy will trade on ( 
the prestige of the local power and ( 
light utility, stressing this sponsor- 
ship through the extension of credit ( 
to purchasers by this source. t 
As will be noticed, this new type ! 
of coal campaign is in full force i 
throughout the year, which, accord- t 
ing to Mr. Blucher, “is where the ( 


New Haven’s Whole- | 
sale Trade Up 387, 


New Haven leads all Connecticut in 
wholesale trade, inereasing 38°, 
since 1935, with an annual volume of 
S118,000,000, New Haven is fast by 
coming one of New England's largest 
wholesale distributing points, 
the second largest railroad 
terminal in’ America, 
new, improved = shipping 
send for the market brochure, 4 
“REGISTER CITY” deseribing this t 
great newspaper market, New Haven } 
Kegister, New Haven, Conn. ‘ 
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Started 1933 


product before 
000 active plant 
tries... when 
now look for the 
ating 


W rite 


for 
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Informatio 


879 to $85 a month to place ay 


factual advertisement for your 
in the larger plants in all indus- 


requirements, 


“TI 
ite 


INDUSTRIAL EQUIPMENT NEWS 


“Industry's Original Monthly Product 


Thomas Publishing Co., 461 8th Ave., New York, N. Y. 


Vember CCA 


more than 53.- 
operating men 


and where they 
‘ir current oper- 
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ea 


gas ul lities have stolen the march 
on th coal producers and stoker 
marketers in the past. Formerly, 
most retailers pushed their mer- 
chand ng only during the peak 
perio of August, September, and 
Octob: while the gas_ utilities 
spearht aded their marketing in the 
early spring, preparing their pros- 
pects fo! closing once the peak was 
reac! 


A 12-Month Program 


“F this reason, this campaign 


-< planned to be equally potent the 
year around and dealer and public 
clit are scheduled for early} 
spring so that local dealers can be| 


yrepared to meet the market on the 


same time schedule as the gas com- | 


pani Electric power companies 
cooperate in this effort because it 
increases the power consumption of 
the average customer approximately 
$1 per month, and gives them an 
opportunity to realize a profit out 
of the automatic heating market. 
‘All advertising is planned on an 
inquiry stimulating basis with cou- 
pon attached. Prospects are re- 
quested to send for a copy of the 
booklet, ‘Automatic Coal Heat,’ and 
are ked whether they are custom- 


ers of the local electric service 
company. If they are not, other 
credit arrangements are made for 
the ; 


How Stoker Makers Tie-in 


How the sales program of the 
Vi coal stoker retailers is 
blended into the Committee’s adver- 
tising campaign was explained to 
ADVERTISING AGE by Kenneth E. 
Gooding, district representative, 
Steel Products Engineering Com- 
pany, Springfield, O., manufacturer 
of Combustioneer stokers. 

“The separate stoker companies 
have about matched the advertising 
of the Committee to promote their 
own brands in conjunction with the 
! or campaign. We were not re- 
quired to do this, but found it 
brought us a very low inquiry cost 
rate 

“Two year-around field engineers 
have been employed in the Kansas 
City area to take care of complaints 
on the stokers, regardless of make, 
so that the advertising will have 
more force. These are the men who 
instruct the dealers at the clinics. 
But each of the separate stoker 
I through his retailers, 


ilous 


narketers 1s, 
; 


keeping year-around salaried sales 
representatives in the field to work 
with the advertising, build up, and 
prepare prospects for the peak 
closing period. 

“Also it is their job to stimulate 
year-around dealer effort so that 


more sales time can be devoted to 
the peak periods. As to what may 


be expected of his merchandising 


In the new areas, this can best be 
explained by the fact that in 1940, 
every user of automatic heat in 
Kansas City was contacted regard- 
ing stoker installation. 

“We advise these prospects that 
they can get the same amount of 


eat, on the B.T.U. 


basis, out of a 


$5.50 ton of stoker coal that they 
car it of $12.50 worth of gas. 
We can thus cut their heating cost 


The Spring check-up issue of 
The SUPER SERVICE STA. 
TION covers the retailers 
*ho'll do the lion’s share of 
the ‘pring check-up business 


vith car owners. First forms 


tlose March 15. 


The Irving-Cloud Publishing Co. 


T 
ribune Chicago, Wl. 


Tower 


approximately 60 per cent if they 
have been using gas, and the savings 
will more than pay for their new 
stoker over the installment payment 
period. 


Keeps Sales Efforts Alive 


“We claim that due to short power 
periods other automatic heat fuels 
cause cold floors, but that automatic 
coal stokers give a more uniform 
balance of warmth. We tie into the 
coal producers’ advertising by ad- 
vising that new stoker coal is a very 
clean fuel, without smoke or fumes. 
One of the big advantages of this 


| advertising is that it helps us keep 


our sales efforts alive through the 
dealers 12 months out of the year 
rather than the three or four that 
was the case before the campaign 


| bull is the 


was begun.” 
Twenty-five coal 
members of the Bituminous 
Utilization Committee. 
advertising 
charge of the campaign. Head- 
quarters of the Committee are in 
the Dwight building, Kansas City. 
Results of the test campaign in 
the Kansas City area show that 
tonnage of stoker coal sold in the 
two-year period, 1939-40, was raised 
approximately 500 per cent to a 
total of 276,000 tons for 1940. The 
Committee’s advertising makes no 
attempt to hide the fact that it is 
out to recapture automatic heat 
customers from the gas utilities. 


Coal 
Potts-Turn- 
agency in 


As Mr. Gooding explains, the 
opening wedge used by the coal 
stoker salesman in contacting his 


producers are} 


most sought-after prospect, the gas 
user, is: “Did it cost you too much 
to heat your house last winter?” 


Royal Crown Uses Dailies 

Advertising of Royal Crown Cola 
will be placed in 700 newspapers 
and other media, according to Presi- 
dent Fred Splawn of the Montgom- 
ery Nehi_ Bottling Corporation, 
Montgomery, Ala. Newspaper copy 
will consist of comic strips and a 
series of 600-line advertisements 
featuring Hollywood motion picture 
stars, following the general theme 
of “best by test” statements. 


“Gourmet” Adds Two 


Harry A. Johnston and Frank B. 
Tiebout have joined the Eastern 
sales staff of Gourmet. 


Tests Oklahoma 
Loss Leader Bill 


A suit to test constitutionality of 
a loss leader bill passed by the 


Oklahoma state’ legislature, has 
been filed in district court here 
by T. D. Norris, operator of the 


Norris Tobacco & Specialty Com- 
pany, wholesale company. 

Mr. Norris asks an injunction to 
prevent the Katz Drug Company 
from violating terms of the bill by 
selling tobacco at a price less than 
that set forth in provisions of the 
act. 


Resigns High Chemical 


The Root-Mandabach Advertising 
Agency has resigned the account of 
the High Chemical Company, Phil- 
adelphia, effective April 26. 


Is Your Message Reaching 
these 785,974 People? 


@ SEATTLE 


SPOKANE 


| 2@ PORTLAND 


@SAN FRANCISCO 


BR 
BOLOS 


@ ANGELES 


You Need The Sunday Salt Lake 
Tribune to Complete Your : 
Coverage of the Pacific Coast — 


More than three-quarters of a million people. producing SOL8.- 
WO0000 in new wealth each vear! 
Thats the Salt 


vating. 


Lake Market 


of the Pacifie Coast Market. 


But its a separate part of the Pacific Coast Market so far as 
newspaper reading habit. are concerned. 


Lake Market Area. 


To do a complete job of sales promotion in the Pacifie Coast 
to cover the rich. responsive Salt Lake Area 


Market 


The Sunday Salt Lake 


Tribune. 


(The Sunday Salt 


That's a market worth eulti- 
Area, an important part 


Only one newspaper 
medium has anything like substantial cireulation in the Salt 
Its The Sunday Salt Lake Tribune. with 
more than LOOLOO0 ecire 


you need 


Salt Lake City 5S. L. County 


Market. 


Sources: 


93°, Home Delivered morning cf publication. No 
Predates. 55°/, Family Coverage of this rich 4-state 


1.BC. Reports 


\ 


100,000 Home Coverage Carrier Delivered 


@ OG é. 


Utah Total Market 


1930 U.S. Census | 


Lake Tribune} 


National Representatives: Sunday Magazine and Comic Sections Color—Black and White 
Reynolds-Fitzgerald, Inc. 
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Brickbats Tossed 
Freely at Consumer 
Conclave in Queens 


Business, Labor, Con- 


sumer Representative 
Trade Verbal Blows 


New York, March 4.—A _ verbal 
exchange of brickbats between rep- 
resentatives of business and the 
consumer cooperative movement 
climaxed a discussion of informa- 


tive labeling at the Consumer Con-| 


ference held at Queens College here 
last weekend. 
sumer, business and labor spokes- 
men were notable in that all placed 
responsibility for the eventual suc- 
cess of informative labeling on the 
shoulders of the consumer. 

The fireworks started when 
George Tichenor, manager of the 
Eastern Cooperative Wholesale, 
commented on the difficulties ex- 
perienced by cooperatives in find- 
ing employes. Men with retail ex- 
perience who apply for positions, he 
said, have too often been taught 
that “the man across the counter is 
their enemy” and this mental atti- 
tude is at variance with the policy 
of the cooperatives. These “wars 
across the counters,” he added, are 
“tributaries to the wars across the 
seas.” 

During the question period, Max 
Gertz, of the Gertz Department 
Store, Jamaica, was subjected to 
some heckling from the floor after 
his reference to the “difficulty of 
creating a new language” in terms 
of standards for consumer goods. 
He was asked by a member of the 
audience if “irium, fluid drive, no 
stoop, squat or squint” and other 
phrases widely employed by adver- 
tisers were evidences of this “new 
language.” When Mr. Gertz re- 
fused to comment, another member 
of the audience, obviously another 
co-op supporter, arose to say that 
such terms are used by manufac- 
turers in order to “camouflage the 
faults of their goods.” 


Challenges Statements 


Describing himself as “in a bel- | 


ligerent frame of mind,” Mr. Gertz 


| 


Addresses by con-| 


TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 
Contact us 


We are prepared to assist advertisers and 
ulvertising igencies mm re iching this impor 
tant and lucrative market 


Write today for particulars. 


| protested against Mr. 


| 
| statement. 


“As a retailer I cannot leave this 


Tichenor’s 


room until I challenge Mr. Tichen- 
|or’s assertion that retail salespeo- 
ple are trained to consider the man 
| across the counter as an opponent,” 
| he said. ‘“‘We train our salespeople 
| to regard the customer as the boss, 
and to record his every desire. The 
forward-looking retailer never looks 
at the customer as an opponent.” 

Discussing informative labeling 
from the consumer point of view, 
Prof. Jessie V. Coles, of New York 
University, said that the consumer 
wants specific facts on quantity, in- | 
| cluding size and number; quality, 
| including information on the mate- 
rials used to make the product; how | 
the product is made, how it will) 
stand up in performance, how to 
use it and how to care for it. 


Up to Consumer 


Prof. Coles added that informa- | 
tive labeling is most important in| 
the current period of rising prices 
in that it enables the consumer to 
judge quality in relation to price. | 

“In order to increase the use of 
informative labels by the manufac- 
turer, she declared, the consumer 
must convince retailers that “we 
| want, use and need labels.” Reply- 
| ing to the assertion of some retail- 
‘ers that “we do not read labels,” 
Prof. Coles said that there is no 
incentive because no worthwhile in- 
| formation is being offered. “We 
|will use the information if it is 
| worthwhile,” she said. 
| The speaker advised consumers to 
accept responsibility for the project 
by making their desires known 
through organized groups and ap- 
pointing representatives to retail- 
ers’ conferences. 

In presenting the business view- 
point, Mr. Gertz said he would 
concede the necessity for the mass 
education of business “if you will 
concede the need for consumer edu- 
cation.” He described the consumer 
as “bewildered” by such new prod- 
ucts as Koroseal, Pliofilm, lucite, 
nylon and other synthetics. 

“At the present time,” Mr. Gertz 
said, “labels are in the same class 
with newspaper editorials—they are 
for highbrows. The masses go 
blithely on their way because they 
| don’t know that they don’t know.” 


“Decades Are Needed” 


The two drawbacks to the rapid 
expansion of the use of informative 
labels were described by the speaker 
as the lack of standards and the 
lack of consumer education. Point- 
ing to the difficulties involved in 
| setting standards for the 325,000 
| classes of merchandise that are of- 
fered by a large department store, 
Mr. Gertz said that the retailer will 
give the information when he can, 


| 


| but that “decades are needed.” 
EDWARD A. BAKER CO. ~...... 


PUBLISHERS’ REPRESENTATIVES 
457 Book Bldg.—Detroit, Mich. 


14,000,000 (14 million Negroes in the United 
States spend $2,000,000,000 (2 Billion Dollars) 
annually 

ARE YOU GETTING YOUR SHARE OF THIS 
BUSINESS Ir NOT CONTACT US WE CAN 
ASSIST Yot 


——! jnevitable responsibility. 


equity of defining quality 
|} as well as quantity and price is now 
| well established,” Mr. Gertz as- 
| serted. “The retailer has seen the 
|competitive advantage in quality 
| labeling and has accepted it as an 
All goods 


PRODUCERS of Shows 
that PRODUCE results: 


For Example: 


Quiz of Two Cities—-sponsored by 
Gunther’s Beer. Half hour; now 
in 3rd year. Originated by WFBR 
and now licensed in many other 
cities. 


Carnival of Fun—sponsored by Gibbs 
& Co. Half hour. 


Open House—-sponsored by Hecht 
Bros. Dept. Store. Half hour. 


Sunday Serenade sponsored by 
Eccles Ice Cream. 15 minutes. 


Right or Wrong sponsored by The 
Mart (Women’s Wear). 15 minutes. 


Big Money Bee—-sponsored by Na- 
tional Beer. Half hour. 


Musical Treat sponsored by 
Arundel Ice Cream. Half hour. 


Studio Party 
45 minutes. 


Participation Show. 
Club 1270—Participation Show. 40 
minutes. 


and other hit-shows 


WFBR 


BALTIMORE 


National Representatives 
EDWARD PETRY & COMPANY 


* ON THE NBC 


RED NETWORK *® 


waren nena neem . eae ——, 
a 

will be labeled some day and the} cently begun by a number of large| better, with those made in nop. 
consumer must be educated to use|chain stores,’ Mr. Tichenor said,| union factories, for the mple 
them. That is the problem of the| “stems from the promotion of grade | reason that an employer who js jp. 
schools.” | labeling by consumer cooperatives.” | telligent enough to accept the prin. 
In referring to customer abuses| In the course of his address, Mr. ciple of collective bargaining wiy 
of store services, Mr. Gertz cited| Tichenor referred to the fight for also be intelligent enough t to 
the large volume of goods annually | pure food and drug laws which ex-| chisel on the quality of his mate. 


returned to department stores by| tended from 1933-1938 and re-/rials. And this is not because he jg 
customers as “a reflection on the| marked that the project received | an altruist, but because it pays.” 
customer and the retailer.’ Size| little support from newspapers The speaker admitted, h ver 


me 
standardization, he said, would help| because a patent medicine manu-| that until trade union orgar 


to cut down the number of dresses | facturer told them that they were|is extended to include a n ity 

returned, for example. “about to lose advertising revenue|of American workers, the ion 

, from foods, drugs and cosmetics.” label cannot be an “infallible ar, 

Takes Credit for Labeling In discussing the significance of|of quality’ because of comp: ve 

The benefits of the cooperative | the union label, Cara Cook, of the|of non-union goods and th: ick 
to the consumer were described by| Women’s Trade Union League, said | of cooperation from the consu: 

Mr. Tichenor as the restoration of} that if the consumer considers only Assuming that material qua of 

competition and a “quality yard-|the material quality of the goods|a product is not the only cons a- 

| stick.” ishe buys “products made in union| tion of the consumer, Miss ok 

“The grade labeling project re-| factories compare favorably, if not | described the union label as a ir- 


IT TAKES EMOTION TO MOVE 
MERCHANDISE... 
BETTER HOMES & GARDENS IS 


HEALTHY DISCONTENT is the greatest sales-force in the 
world! People who are “never satisfied’: .. who are always 
“doing things” to a home they own and love... represent 
an eager, receptive market. | 

And where do these Never Satisfieds look for information on 
how-to-satisfy ? In the pages of Better Homes & Gardens! 
Because this magazine has become the fountainhead of build- 
ing and rebuilding in America! Not only has it fathered 
the famous Bildcost Plan but it has fostered many original, 
time-saving, dollar-saving ideas on remodeling. 


But above and beyond this material job, Better Homes & Gar- 
dens is emotionally attuned to people who live a suburban 
mode of life regardless of where they live. People to whom 
the ABC’s of Happiness are expressed in Home, Garden, 
Children. People who make up America’s Biggest Subur an 
Home Market! Here, Mr. Advertiser, are 2,200,000 above: 
average families with an open mind ...and an open purse... 
for any quality-product that does satisfy! 


Meredith Publishing Company, Des Moines. 
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antee a ~ gene d Compton Shifts Personnel New Accounts to Tracy Georgia Representatives 20th C f fF d 
: ‘ also c ss - a ‘ " - . " -_ 
standa and <a 4 patil. or at Compton Advertising, New York,| W. I. Tracy, Inc., New York, has | ©, K, Advertising Tax en ury un 
cance terms 0 ee has made the following changes in| been appointed to handle the ac-|  pye Georgia house of representa- 
values _.. _|personnel in the radio department: | count of the American Ice Com- tives has approved and sent to the 
Miss Cook concluded by pointing Storrs Haynes, formerly program| pany, New York, Philadelphia, senate a bill permitting the use of e § onsumers 
yut t the consumer Is responsl-| supervisor, has been named new | Baltimore and Washington; and its state funds for advertising» and 
ble for the success or failure of the | program manager, succeeding Mary | divisions, the Boston Ice Company, publicity : 
a vel campaign. Louise Anglin, resigned; Isabel| Boston, Knickerbocker Ice Com- Georgia law also requires approval 
“ow! her you, as consumers, | Olmstead has been placed in charge | pany, New York, and Knickerbocker |). the voters at a state referendum 0 e p u 0s .) 
protect ve and ethical guarantees of the ps men + ral ate Be ee | weer Gen eaueeeh af tee Audet such pul aor re a has a — New York. March 7.— That the 
the Union label warrant patronizing | with Station WSOC, Charlotte, N.C.,| Mfg. Company, Summit, N. J., or iy seeny Begg noe = aia distribution system is a joint enter- 
the ‘white lists’ of the labor move-| and John states é cec ais 


Houseknecht, formerly | maker of electrical tree ornaments, 


, , Preseet : : advertising funds by popular sub- 
ment, ll determine in large part! with the National Broadcasting | batteries and electrical accessories scription Ai meee of ( Bene aa” 
the s sss of that campaign. Company, have joined the program cenmannineanapeat ae 
sc | division. , ~ . . 
| coonaseomannen Whitman Advanced Ivins to Miller Brewing 
Bijur Advances Murray J : H te Mulb Edmund S. Whitman, formerly in Don Ivins, formerly with L. W. 
Tom Dwight Murray has been olns fi. &. erger 'charge of the traffic department| Ramsey Company, Chicago, has 
ypointed production and_ traffic Henry A. Sanderson, formerly art | advertising, has been appointed; been named advertising manager 
nn at of George Bijur, New | director of Color Print, has joined | advertising manager of the United|of the Miller Brewing Company, | 
york ‘H. C. Mulberger, Inc., Milwaukee.’ Fruit Company, New York. ‘ Milwaukee. 
—_—"_— 


2,200,000 FAMILIES 


Kame Market 


economic 


prise and will be improved when 
both distributors and consumers 
team up to cut costs and prices, is 
the thesis of a new bulletin just is- 
sued by the Twentieth Century 
Fund. 

The 12-page bulletin, “How Con- 
sumers Add to Distribution Costs,” 
is based on a recent investigation of 
such costs by the research organiza- 
tion in its survey series On current 
Willard L. Thorp 
of Dun & Bradstreet was chairman 
of the committee which supervised 
the study. 

Modern buying habits and varied 
services offered—and demanded by 
consumers—increase the cost of dis- 
tributing goods in the United States, 
the report says. American shoppers 
use the returned-goods privilege so 
much that returns and allowances 
in department stores amount to one 
day’s sales out of eight. It is esti- 
mated that the cost of handling each 
purchase returned by a customer 
varies from 31.8 cents for a charge- 
and-take sale to 61.6 cents 
charge-and-send sale. 


costs. 


for a 


Consumer Demands Pile Up 


Distributors must take their share 
of responsibility for boosting costs, 
because of competition, but consum- 
ers also are partly at fault, accord- 
ing to the bulletin, “For one thing,” 
it declares, “we have been educated 
to demand exactly what we want, 
when we want it, and where we 
want it.” 

The returned - goods _ privilege, 
credit and free delivery, it is 
pointed out, are expected by many 
consumers who do not realize that 
the must be 
included in the price of goods if the 
retail store is to remain in business. 

“Consumers can help to reduce 
costs for themselves by not abusing 


cost of these services 


these privileges, by buying many 
commodities in bulk or in largér 
packages, and by using more care 


in reading labels and investigating 
the quality and fitness of the goods 


at the time they buy them,” says 

the bulletin. 

Albanese Transferred 
Frank Albanese has been = ap- 

pointed district manager for the 

Colonial Beacon Oil Company in 


Albany, N. Y., with supervision of 
the northern and eastern New York 
and western Vermont areas He 
formerly held a_ similar post in 
Connecticut and metropolitan New 
York. 


Names Husband & Thomas 

Oyster Shell Products Corpora- 
tion, New Rochelle, N. Y., has ap- 
pointed Husband & Thomas Com- 
pany, New York, to handle its ac- 
count, 


SAVE TYPING-TIME 
AND MONEY!! 


Blank Labels for addressin 7 mail 
at lewest cost. Single 
(Perforated 


perforated rolls) 


ng lists 


or carbons 


sheets or 


MAIL COUPON TODAY! 


Tear off 
letterhead 


Just write your name 
Attach to business 
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NAME 


Ever Ready LABEL Corporation 


141 B EAST 25th STREET WEW YORK, WY 
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Northwest Council 
Elects New Officers 


The Northwest Council of Adver- 
tising Agencies has chosen the fol- 
lowing Officers: President, Ward H. 
Almsted, Almsted - Hewitt, Inc., 
Minneapolis; vice-president, Luther 
Weaver, Luther Weaver & Associ- 
ates, St. Paul; treasurer, Allan 
Firestone, Firestone Advertising 
Agency, St. Paul; secretary, E. J. 
McGuire, E. J. McGuire Advertis- 
ing Agency, St. Paul. 

Executive board members, in ad- 
dition to the officers, are George 
Moulke, Campbell - Mithun, Inc.: 
Merrill Hutchinson, Hutchinson Ad- 
vertising Company; Henry H. 
Haupt, Batten, Barton, Durstine & 
Osborn; Mac Martin, Erwin, Wasey 
& Co.; and C. L. Greenwood, Knox 
Reeves Advertising. 


Michel Appointed 

Michel-Cather, Inc., New York, 
has been named by the Babcock & 
Wilson Company, New York, to 
handle advertising of its Refrac- 
tories division. O. S. Tyson & Co. | 
will continue to handle copy for 
other company divisions 


Sieck Appointed 

H. Charles Sieck, Inc., 
geles, has been appointed by the 
Los Angeles Seed Company to 
handle its advertising. The company 
will promote a gift box of packaged 
California flower seeds 


Los An- 


| 


Sees Danger in 
Installment 
Buying Gains 


Albany, N. Y., March 6.—Install- 
ment purchasers in New York 
State last year spent $120,000,000 
for carrying charges alone, accord- 
ing to Dr. William Trufant Foster, 
director, Pollak Foundation for Eco- 
nomic Research, who told the State- 
wide Conference on Social Legisla- 
tion that this is a “conservative 
estimate.” Dr. Foster’s statement 
came after State Senator Pliny W. 
Williamson, chairman of the com- 
mittee on banks, had announced in 
the legislature that legislation pro- 
tecting people buying on _ time 
almost certainly would be enacted 
at the present session. 

“In the United States as a whole 
consumer debts are increasing at 
such a rate we cannot go on with- 


out consumer’ bankruptcy,” Dr. 
Foster said, asserting that install- 
ment purchasing increased 25 per 


cent in 1939 and shot up another 25 
per cent in 1940. “This month 
(February) the volume of install- 
ment buying is higher than it was 
in 1929 when we thought the world 
had gone mad.” 

The “outrageous terms of 
installment contracts” were 


some 
criti- 


|cized by Dr. Foster, who declared 


the worst selling abuses “are prac- 
ticed by a small percentage of the 
concerns in question. If we could 
put 99 per cent of installment sell- 
ing under a law similar to the small 
loan law we could get after these 
shysters.” 


Iowa to Continue 
Dairy Advertising 
Continuation of the butterfat tax 
for two more years to advertise and 
promote Iowa’s dairy products has 
received the final approval of the 
lowa legislature. The tax produced 
$95,000 during the past two years 
with approximately one-half of the 
fund going to the national cam- 
paign. 
Under the law a tax of one cent 
a pound will be collected during 
1941 and 1942 on butterfat mar- 
keted by producers between June 1 
and June 15 each year. The pro- 
ceeds are to be spent by represen- 
tatives of the dairy industry given 
authority as a state council to pro- 
mote demand for Iowa dairy prod- 
ucts. 


Home Campaign for Bauer 


Adrian Bauer Advertising Agency, 


Philadelphia, has been named to 
conduct a campaign for 400 new 
homes in suburban Bryn Mawr. 


The development will be known as 
Country Homes, Inc. 


story! 


Metal and machinery firms have received 
large orders for defense materials. This area 
and Buffalo have benefited more from the 


recent upsurge than any 
the state. 


The Record Newspapers, 
dailies, reach more than 140,000 consumers 
in this center of mounting buying power. 

To tap this expanding sales field takes 
only 12c per line—lowest cost for single- 
medium blanket coverage of any major New 


York State market. 


THE TROY RECORD 


THE TIMES RECORD 
THE RECORD NEWSPAPERS J. A. VIGER, ADVERTISING MANAGER 


State Department of Labor statistics tell the 


other districts in 


Troy's sole 


{creams 


Manhunt Tactics 
Bared in Newest 
Pond's Promotion 


New York, March 6.—Despite the 
shadows cast by overhanging war 
clouds, Pond’s Extract Company be- 
lieves that in the spring a young 
girl’s fancy still turns to thoughts 
of love. As evidence of this faith, 


Pond’s will build the spring cam- | 


paign for its cold and vanishing 
around “how-to-get-your- 
man” information directed at the 
feminine readers of 27 magazines, 
beginning with April issues. 
Captioned “How to Become Some 


Man’s Dream Girl,” the full-page 
copy presents “Lesson No. 1— 
Launching Your Campaign” and 


subsequent “lessons” or insertions 
in the series will give pointers for 
the prospective “dream girl’ to 
follow after she has once succeeded 
in snaring the attention of some 
hapless male. Needless to say, the 
most important part of the lesson 
for the student to assimilate is the 
necessity for using Pond’s creams. 

Layout consists of a series of four 
frames depicting typical situations 
in which a girl might find herself 
after “a hopeful flip of your heart 
indicates that here is a_ situation 
with Possibilities.”” Advice is of the 
“don’t” and “do” variety, with 
Pond’s products mentioned only in 
the description of the correct pro- 
cedure to follow. 


Cheek-to-Cheek Advice 


“Don’t take the 
cheek-to-cheek 


initiative on the 
stuff when he asks 
you to dance,” is one warning of- 
fered the willing student. “If he’s 
a conservative, he may think you a 
forward miss If he isn’t, you'll 
soon find out.’ On the other hand, 
“Do have a skin that looks and 
feels so caressable he can't resist 
it! Pond’s cold cream, followed by 
Pond’s skin freshener, lends baby- 
skin tenderness—and Pond’s van- 
ishing cream whips off little rough- 
nesses like—that!”’ 

The lesson is clinched with a cou- 


pon which the reader is asked to 
send with 10 cents for a “beauty 
ritual kit” because “I want to 
launch my dream-girl campaign 
right!” 


J. Walter Thompson Company is 
the agency 


Bland Joins Scheibner 

Hugh Bland, formerly with Rich- 
ard T. Clarke Company, Beverly 
Hills, Cal., has joined the copy de- 
partment of Hugo Scheibner, Inc., 
Los Angeles. 
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Pond's adopts an unusual new technique 
in magazine advertising. 


Decatur Pump to 
Double Promotion 


The Decatur Pump Company, De- 
catur, Ill., maker of Burks dee» ana 
shallow well pumps, is doubling jt 
1941 advertising over that cof 
using both state and national ; 
zines. Dealer helps, direct aj 
and consumer campaigns are al! be- 
ing considerably increased. Rovers 
& Smith, Chicago, has the account 

The company reports that its 
sales were 43 per cent greate1 al 
in 1939. January, 1941, was t 
largest single month in the h 
of the company, exceeding Jan 
1940, the largest previous mont 
89 per cent. 


Glasser in New Post 


Jack Glasser, formerly edit: ) 
Bar and Grill Journal and Packag 


Store Journal, has been appointed 
director of public relations 
Winchester whisky by Baltimo 


Pure Rye Distilling Company. Hi 
is chairman of the alcoholic b 
age law committee of 
Bar Association. 


Sales Action 
> DISPLAYS by 
Seen-in-action 


SEEN-IN-ACTION DISPLAY CO., Inc 
261 FIFTH AVENUE, NEW YO RK 


MYRON J. 
BENNETT 


Broadcasting 
the News 
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Safely Test Maker | 
Starts Handing Out 
Four-Leaf Clovers 


Rock island, Ill., March 6.—First 
,dvert ement in the drive by the 
Bear Mig. Company, Rock Island, to 


sive av honest-to-goodness four- 
ieaf clovers and sell America safety 
service too, broke today in the cur- 
rent 1S of Time. 

The tial copy, two-thirds of a 
nage, tells readers that real four- 
leat clovers are to be given away | 
y garages and repair shops wher- 
ever the Bear sign is displayed— 
nd tl driving up for a safety 
check of the car will bring “real car | 
jriving luck!” Little men holding 


four-leaf clovers declare that it’s 
lucky for me I found out about 
Bear Dy-Namic wheel balancing!” 


lucky for me I had my brakes re- 
checked on the Bear Brake tester!” 
and similar expressions of good for- 
tune 

The Time advertisement is to be 
followed with copy in the March 29 
ssue of Collier’s. The campaign, 
biggest in the history of the safety 
test and corrective service equip- 
ment manufacturer, calls for a total 


ff nine advertisements in these 
magazines during the spring and 
fall. Other ingredients of the pro- 


sran 
adve! 


n thel 


re direct mail and newspaper 
tising for Bear dealers to use 
own trading areas. The 
ny’s national advertising sells 
the entire facilities of the shops 
which use Bear equipment. 


com} 


Engineer Develops Clover 


Mass production of  four-leaf 
lovers is not new, but credit for 
making it possible goes to a Canal 
Zone engineer, C. T. Daniels, who 
developed a pure strain of the once- 
we clover. His 15-year hobby was 
ewarded last year with perfect 
specimens of the lucky herbs. 

The Rylander Company, Chicago 
mail service house, used Mr. Daniels’ 
joricultural triumphs in its New 
Year's greeting letters, and 5,000 of 
the specimens were snapped up like 
hot cakes by jobbers who attended 
the Automotive Service Industries 


Show in Chicago last December. 
But Bear will give the special 
train its first big promotion in the 


lrive to 
whners 


convince America’s car 
that the lucky driver is the 
one whose car is safety tested. 
Explains 1941 Campaign 
President Will Dammann of the 
manufacturing company pointed out 


that the national defense program 
equires conservation of America’s 
esources, elimination of auto acci- 
lent waste and greater efficiency of 


ghw transport facilities. He 
idded: “The time is particularly 
pportune for a program of con- 


umer education on the importance 
{safety test and corrective service 


wo safety and economy of automo- 


ling 


ENGRAVING COMPANY 


@ STERLING QUALITY Photo- 
engraving in Color Process, Black 
and White, Ben Day and Line 


@ WET PROOFING on Four Clay- 
bourn Automatic 4-Color Proofing 
Presses 


© DAY AND NIGHT SERVICE 
< 304 EAST 45th STREET 


How Yo 


bile operation. As _ the leading 
manufacturer of this type of equip- 
ment, we feel it our duty and privi- 
lege to continue and strengthen the 
program we began last 
national magazines.” 


year in 


Clover in Lockets 


The four-leaf clovers which Bear 
shops will give away to motorists 
are encased in gold lockets that 
may be attached to a_ necklace, 
watch chain, or dress. Dealers have 
been asked to write for a _ special 
edition of the “Bear Line-up” 
explaining the campaign and plans 
for local advertising and sales pro- 
motion. 

Van 
‘ago, 


Auken-Ragland, 
handles the 


Inc., Chi- 


account. 


Women’s Problems 
to Be Studied by 
Life Advertisers 


New York, March’ 6.—Special 
attention will be given to women 


as prospective buyers of life insur- 
ance at the Eastern Round Table 
Conference of the Life Insurance 
Advertisers Association to be held 
March 14 at the Hotel Pennsylvania. 
Theme of the conference will be 
“Checking Back on Our Advertis- 
ing.” 

Beatrice Jones, Life Underwriters 
Association, New York, one of the 
guest speakers at the morning ses- 
sion, will speak on “Reaching the 
Women’s Market.” The keynote ad- 


dress will be made by Howard D. 
Shaw, Continental American Life 
Insurance Company, Wilmington, 
Del. Other guest speakers will be 
Frederick W. Floyd, Columbian Na- 
tional Life Insurance Company, 
Philadelphia, “Direct Mail’; Her- 
bert Thompson, Arthur Kudner, 
Inc.. New York, “What Makes 
People Read Advertising’; and 
Seneca Gamble, Massachusetts Mu- 
tual Life Insurance 
Springfield. 
Half-minute descriptions of some 
novel plan used by member com- 
panies during the past year will also 
be a feature of the morning session 
Following a luncheon address by 
Sumner Davis, Provident Mutual 
Life Insurance Company, Phila- 
delphia, the afternoon session will 


Company, 


be devoted to panel discussions on 
subjects suggested by individual 
members in a poll conducted by 
Arthur H. Reddall, Equitable Life 
Assurance Society, New York, 


Larmer Joins Swink 


John Larmer, formerly with Ed 
Wolff & Associates and more re- 
cently with Samson United Cor- 
poration, Rochester, N. Y., has 
joined the Howard Swink Adver- 


tising Agency, Marion, O., as copy 
department head 


Drops Sunday Edition 

The News, Charlotte, N. C., has 
dropped its Sunday edition, but will 
continue to publish six evenings a 
week. The Observer’ continues 
mornings and Sunday. 


Pennsylvania Railroad 
New York, New Haven & 
Hartford Railroad 

Long Island Railroad 


Pennsylvania-Reading Seashore Line 
Pennsylvania & Atlantic Railroad 


Boston & Maine Railroad 

Maine Central Railroad 

The Connecticut Company 
Hartford Division 


Veriden-Wallingford Division 


Viddletown Division 

New Haven Division 

New London Division 
Stamford Division 


County Transportation Company 
Worcester Street Railway Company 
Fitehburg-Leominster Street Railway 


Company 


Boston, Worcester & New York 


Street Railway Company 


Springfield Street Railway Companys 
Berkshire Street Railway Companys 
Northampton Street Railway Company 


Holyoke Street Railway Company 
Lnited Electric Street Railway 


Company 


Philadelphia & Camden Ferry 


Company 


North Station Terminal—Boston 
South Station Termina!—Boston 
Portland Terminal—Portland, Maine 
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Sell the commuter and you sell his town 


surround 


Bult there is one very economical, sure way 


to reach them 


He is 


ure of success, 


We can vIVve vou the 


the commuter and his family every day. 
Our five great railroad svstems 
svivania, the New Haven, the Long Island, 


INC. ° 


- 


cg uw 


WIE RICH SUBURBS of our big cities are 
‘| most desirable markets for most  prod- 
ucts. Yet they are so hard to reach economi 
cally. Individually too small, and collectively 
too far-flung, they must normally be devel- 
oped only in connection with the cities they 


through the commuter. Sell 
the commuter and vou sell his town. You 
also influence profoundly 
habits of the big city to which he commutes. 
a leader. What he wants, his local 
stores supply. What he buys. his neighbors 
copy. What he approves, attains swift meas 


ter circulation of four key cities 
Boston, Philadelphia and Pittsburgh. Car 
cards in their trains, posters at their stations, 
timetable and clock advertising 


permits vou to group small towns into large 
marketing areas—delivers your message to 


the Boston and Maine, and the Maine Cen- 
tral—serve the richest and most densely pop- 
ulated suburban and industrial areas of the 
Kast. Advertising in and on these systems 


a selective and impressive circulation at an 


the purchasing 


tremendous commu- 


New York, 


all reaching 


the Penn- 


30 Rockefeller Plaza, New York. N. Y. 


PHILADELPHIA * 


HARTFORD > 


almost unbelievably low cost. 

UT IN NEW ENGLAND, there are also many 
BD vther large, self-contained areas, 
wealthy and industrial, where the commuter 
population is too small to be influential. 
Here vou must “sell the town.” 

Card displays in and on the busses and 
street cars of the many large street railway 
and bus companies, which honeycomb New 
England with their daily service to millions 
of riders, 
and effectively. 

Whether your problem is to be solved by 
selling the commuter, the town, or both, the 
advertising coverage we offer you on trans 
portation companies can be the effective, 
economical solution of your problem. 


BOSTON 


sell these towns for vou cirectly 
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West Coast Sales 
Executives to 
Meet April 4-5 


Los Angeles, March 5.—Closer co- 
ordination of advertising and sell- 
ing, adequate research, sound public 
relations programs and related sub- 
jects will be discussed at the 1941 
Pacific Coast Conference of Sales 
Executives at the Ambassador Hotel 
April 4-5. 

More than 500 sales 
from all sections of the 
expected to attend the annual par- 
ley, sponsored by the Sales 
agers Association of Los Angeles. 


managers 


West are | 


Man- | 


(“reer (eo 


To cover this prosperous 
American Market, USE — 


EL MUNDO 


Morning Daily __ 
Write for rates and specimen copies 
ALL AMERICAN NEWSPAPERS, Rep. inc. 
420 Lexington Avenue, New York 


Howard S. McKay will be general 
chairman, 

Among the 16 speakers scheduled 
to address the meeting are President 
Harold J. Cummings of the National 
Association of Sales Executives, 
New York; Prof. Irving Fisher of 
Yale; President Neil Petree of 
Barker Bros., 
Keator, Western division general 
manager of Kraft Cheese Company, 
San Francisco; and Dr. George Gal- 
lup, director of the American Insti- 
tute of Public Opinion. 


Takes New York Space 

Westinghouse Electric & Mfg. 
|Company has taken a_ long-term 
lease on more than 90,000 square 
feet of office space at 40 Wall street, 
New York. Departments to occupy 
the new quarters include the east- 
ern district apparatus sales division, 
Westinghouse Electric International 
Company, and the New York execu- 
tive departments of Westinghouse. 


Joins Tyson & Co. 

| Glenn Follweiler, formerly with 
Barton & Goold, New York, has 
joined the production department of 
O. S. Tyson & Co., New York. 

| rr 

Joins Bryant, Griffith 

| Gerald A. Regan, formerly with 
Paul Block & Associates, New York, 
|has joined the sales staff of Bryant, 


Los Angeles; R. B. | 


‘Griffith & Brunson, New York. 


FCC Approves Five 
New FM Stations 


Construction permits have been 
|issued by the Federal Communica- 
| tions Commission for five new FM 
| broadcasting stations. Approval was 
|granted Westinghouse Radio 
| tions, Inc., to install FM facilities at 
Philadelphia, Boston, Springfield, 
Mass., and Fort Wayne, Ind. The 
fifth permit went to Rockford 
Broadcasters, Inc., for a new trans- 
mitter at Rockford, Ill. This brings 
the number of FM stations now au- 
thorized by Washington to a total 
of 39. 

Westinghouse had previously se- | 
cured a go-ahead for an FM station 
to service the Pittsburgh area, and 
now holds the largest number of | 
construction permits granted any | 
one organization in the FM_ field. | 
Regulations provide that no more 
than six FM stations may be under 
common ownership or control. 


Stone as Consultant 

Harry L. Stone has resigned as 
vice-president of Frank T. Day, 
Inc., Boston, and is now operating 
as advertising consultant, at 260 
Tremont street, Boston. 


Pro Grid Star in Radio 


Fred Shirey, former football star 
with the Green Bay Packers and 
Cleveland Rams, has joined the 
sales staff of Station WGAR, Cleve- 
land. 


Sta-| 


| newspaper 


Eddie Edison to 
Carry Load for 
Boston Utility 


Boston, March 5.—Radically re- 
vamping its advertising copy, the 
Boston Edison Company has intro- 
duced Eddie Edison, a_ sprightly 
character sym- 
bolic of the com- 
pany’s products. 
Eddie will hence- 
forth be featured 
in almost all 
copy, 
to give informal- 
ity and a human 
touch to the mes- 
sages. 

This is the first 
time in = more 
than two decades 
that such a char- 


Eddie Edison 


acter has been 
admitted into Edison advertising | 
copy. The name was chosen out 


of 150 suggestions offered by em- 
ployes of the company. 

Prior to the formal appearance Of | 
Eddie Edison a series of teaser 
advertisements was used in metro- 
politan Boston newspapers. An- 
nouncement of the new advertising 
character was made by the use of 
large space in all Boston news- 
papers along with other newspapers 
in those areas served by the com- 


| pany. 


Here’s a Kettle of Soup to Get In! 


Housewives in the KFH Airea buy approximately 9,000,000 cans of soup 


annually and that’s what we call a “pretty kettle of soup.” 


In addition to 


keeping themselves well “souped up”, they buy coffee, chewing gum, shoes, 
soaps and other items too numerous to mention, in the same proportion. 
Yes, “The Litthe Woman” out Wichita way has $248 per year more cash 
than the average American housewife. 


So, when you're “stewing” around with your ’41 appropriations, “soup up” 


| 


To make the creation of this fig- 
ure more realistic, the company 
enlisted the services of a midget, 
togged him out in an outfit resem- 
bling Eddie Edison and introduced 
him to the company’s employes. 


Batten, Barton, Durstine and 
Osborn, Boston, is the agency. 
Zellerbach Sales Kits 
Utilize Miniatures 

The Zellerbach Paper Company, 


San Francisco, is distributing minia- 
ture sales kits to the printing trade, 
giving salesmen a new approach to 
the old story of fine business letter- 


heads, envelopes and business cards. | 


The kit is a hand-made box de- 
signed to represent two small books, 
called “Impressions in Miniature” 
and “Designed for Selling.” 

Within the top cover are con- 
cealed a miniature letter-file, tiny 
mail box and card case, along with 
a selection of small samples of let- 
terheads, envelopes and cards. Ty- 
pography was supervised by the 
American Type Founders. 


Richards to Kudner 

Steve Richards, formerly manager 
of the Detroit bureau of the United 
Press, has joined the staff of Arthur 
Kudner, Inc., Detroit. 


Roberts Joins Printer 

Darrel C. Roberts, for two years 
advertising manager of Willys- 
Overland, has resigned to take over 
the Detroit sales office for Codray 
& Gross, printing company. 


—, 


Six Kansas City 
Dairies Employ 


Papers, Booklets 


Kansas City, March 6.—News,,. 
per advertising and wide ci: ation 
of merchandising booklets a:« hej, 
used in a milk pasteurization pyo. 
motion campaign for six Cansas 


City dairies, conducted by t!. Ka» 
sas City Dairy Council. 
Copy seeks to spotlight t 
tection provided by past 
milk, and adds, with empha “Tt's 
Safe!” Booklets distributed tv drive, 


salesmen and plant employes of th, 
Aines, Arctic, Borden, Ch: pmap 
Country Club and Hook Dair\ com. 
panies carry a reprint fr the 
Journal of the American lical 
Association warning against Das. 


teurized “jug station milk.” Also 
reproduced are the first five © dver. 


tisements in the newspaper cam. 
paign. 

Copy is scheduled for the F ansq; 
City Star on Sundays, the & nga; 


City Journal on Tuesdays. lus- 
trations showing such guardi 
public safety as policemen and 
junior schoo] patrols are tid jp 
with “safety” and “vital prote tion” 
provided by pasteurized mil} 

The merchandising booklets carry 
letters from the mayor and iltl 
director, and statements from the 
AMA, Jackson County Medica: So- 
ciety and United States Public 
Health Service boosting pasteuriza- 
tion. The society cooperate. by 


asking physicians to report ca of | 


undulant fever to proper aut ori- 
ties, and other activities are ed- 
uled to help spread the campaign 

The drive is being developed by 
the Mindlin Advertising Agency 
Kansas City, under supervision of 
the National Dairy Council. 


Belnap-Thompson Expands 


Belnap and Thompson, Inc., C! 
cago sales promotion agency, ha 
opened a San _ Francisco office 
where it is represented by C. H 
Wilson, formerly with Norge a: 
General Electric Supply division 
and Josh Hogue, former advertisin 
director for the Niagara Duplicat 
|Company, San Francisco. 


Capital] Available 
For a Trade Paper 


We have a national space selling 
organization, other — publishing 
personnel, complete publication 
printing facilities, and wish to 


add another trade publication 
to our shop. 
We will buy outright) or will 


eomsider extending eredit and 
our facilities to present owner: 
in exchange for an operating in- 
terest in a property with possi- 
bilities. 

All inquiries extended absolute 
confidence and acknowledgement 


Fred Dodge to Wheelock for a Chicago or New York 
Fred Dodge has resigned as appointment. 
assistant general manager of Sta- Address Box 3298, 
tion WFIL, Philadelphia, to direct ADVERTISING AGE 
the Philadelphia radio department 100 E. Ohio St.. Chicaso 
| of Ward Wheelock Company. — 
TF 
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Fducational Copy 
Wins Approval 
in School Circles 


New rk, March 4.—The will- 
ngnes school teachers to look 
., pusiness as a source for reliable 
sroduct nformation, emphasized at 
xt week’s Consumer Education 
Assoc n meeting in Atlantic 
City, ypparently the result of 
rogre e thinking and planning 
, the part of prominent national 
dvertisers. 
Thi servation was made here 
day educators who singled out 
evel urrent examples of ma- 
terial pared specifically for the 
school idience by manufacturers 
vho ¢ engage in extensive pro- 
motion in consumer media. Among | 
rtisers thus lauded were | 
John H. Woodbury, Inc., Procter & 
Gaml ind Pepsodent Company. 
The Woodbury effort comprises a 
eri€ authoritative studies deal- 
ig Vv the functions and chemis- 
ry of the skin. Issued in the form 
ff page inserts appearing 
mont in Forecast for Home 
Econ sts, the material is dis- 
tinguished by a complete absence of 
commereal references of any kind. 
Woodbury products are mentioned 
nowhere in the text and a simple 
edit line mentioning the company 


} 


the 
Explains Reasoning 

Most popular of the Woodbury 

theses thus far is an insertion en- 

titled, “What Is Allergy?” prepared 

Dv D 


nd director of the company’s skin 
esearch laboratory. The Woodbury 
jucational philosophy is summed | 
ip as follows: 


“The Woodbury company is privi- 
eged to sponsor this series of arti- 
for two reasons: its own re- 
in the vital field of skin 
function, and its natural interest in 
better 
cially those groups of teachers and 
tudents who serve as trusted guides 

pular knowledge. As makers 

products which aid in proper 

nt and care of the skin, we 

from wider recognition of 

this organ’s invaluable’ contribu- 
tions to health and beauty.” 

Eat h 
ayout pictorial 
cover dramatizing that phase of the 
subject being discussed. 

Somewhat similar in style is a 
four-page insert in the same maga- 
zine sponsored by Procter & Gam- 
ble, entitled “Crisco and Man.” 
This presentation traces the back- 


cies 


earch 


penetit 


Carries a 


ground of vegetable fats, their 
scope, nutritional value, research, 
processing and uses. This insert is 
also marked by attractive 
and interesting text treatment. 

How to Read Advertising 


Still another technique for ap- 
proaching the educational field was 
demonstrated by Pepsodent Com- 
pany and described in detail in 
ADVERTISING AGE, Feb. 17. “Seeing 
Is Believing’ was the theme of a 
four-page advertisement which con- 
sisted of “a short course in how to 
read an advertisement.” The copy, 
fappearing in Forecast for Home 
Economists and What's New in 
Home Economics, discussed adver- 
| tising claims, the need for drama- 
tizing dentifrices, and the qualities 
of pastes, powders and liquid denti- 
frices. 

Although the educational efforts 
described above are among. the 
more spectacular examples by na- 


only identifying factor. | 


Philip D. Adams, biochemist | 


informing the public, espe- | 


of the four-page Woodbury | 
front 


1,400,000 3 
CUSTOMER-HOUSEWIVES 
EVERY WEEK 
This important group of shop- 
pers, readers of the only wo- 
man's weekly magazine, are a 
“must” audience for many a 
large and frequent advertiser. 
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Average number of insertions 


INSERTIONS IN 


THE FAMILY CIRCLE // 


asec 


in each magazine 


AMILY CIRCLE 
pomon's weekly. . 


Chicago - Son Francisco 


THE 
The 


New ¥ 


tional advertisers, they are by 
means the only ones. 
leading names seen regularly in 
;consumer media are also active in 
cultivating the school field. 


no 
Many of the 


Horwitz Joins Lasersohn 


Rollo Horwitz, formerly with the 
Wohl Shoe Company, has joined 
Robert Lasersohn & Co., St. 
agency. 


layout | 


| 25 


Louis | 


“Bread and Butter” New 


Consumers Union Paper 


Consumers Union of the United 
States, Inc., 17 Union Square West, 
New York, started publication Feb. 
of a new weekly news-letter, 
“Bread and Butter,” aimed at giving 
the general public advance infor- 
mation on price changes in con- 
sumer goods. 

The new publication is edited by 


Mildred A. Edie, and sells for $1 
per year. Each issue will include 
prices and buying information 
under four classes: these suggest 
“Buy immediately, anticipating 


future needs”; “Buy as usual, pro- 
testing higher prices”; “Don’t buy 
do without until further notice” 


._ = 
“Watch out for the following in 
coming weeks.” 
Sherer-Gillett Ups Two 
John H. Coolidge, assistant sales 


manager during the past five years 
for the Sherer-Gillett Company, 
Marshall, Mich., maker of refriger- 
ated display equipment, has been 
named vice-president in charge of 
sales. Kenneth Zenkere, vice-presi- 
dent and former sales manager, has 
taken on new administrative duties 


“Forward” Ups Rothschild 


William A. Rothschild, a member 
of the advertising staff of the Jew- 


ish Daily Forward since 1924, has 
been appointed advertising man- 
ager. 


Insurance Unit 
Boosts Copy for 
Year-Long Drive 


Chicago, March 5.—A highly suc- 
cessful campaign for the State Farm 
| Insurance Companies, Bloomington, 
/IlL., in 1940—its first 
vertising—has led to 
drive this year. 

The companies, meeting in annual 
convention here, revealed that State 
Farm agents will aided 
1941 by 18 advertisements telling 
the insurance story to more than 
40,000,000 prospects. The schedule 
calls for five full-page advertise- 
ments in both Collier's and The 
Saturday Evening Post: four half 
in Country Gentleman; a 
similar number in Prairie Farmer; 
and four pages in the’ business 
paper, American Insurance Digest. 


national ad- 
an expanded 


be during 


pages 


The headline in every piece of copy 
puts over the argument that “all 
auto insurance is not alike,” and 


readers are told why they can get 
more automobile insurance for their 


money from State Farm. 
Agents attending the Chicago 


convention were told that the State 
Farm Mutual Automobile Insurance 
Company has moved up into the 
nation’s No. 1 spot in auto pre- 


eee i she agai i ' 
os 7 neise © 
27 
miums. Its program is aimed at 


getting a million or more policy- 
holders by 1944. The copy this year 
will be spread from January 
through December, instead of from 
March to November as in 1940, and 
two full-page advertisements have 
been added to the new schedule. 


McNamara to Hotel 


Paul J. McNamara has. been 
ippointed sales manager of the 
Roosevelt Hotel, Pittsburgh, suc- 


ceeding Gordon Scott, who resigned 
to join the staff of the Hotel Cleve- 
land, Cleveland. 


New Post for Gore 


Michael Gore, formerly with 


| Green-Brodie, New York, has joined 


Jasper, Lynch & Fishel, New York, 
is vice-president and radio director. 


(2), FA would be a Pris, 


if he were alive today and had to 
dia up ideas for ad men. Not so the 
staff of Roto-Lith We double dare 
you to stump us. Phone for our con- 
sultant 


ROJO-LITH Co. 


201 N. WELLS ST. CHICAGO 
DEA. 85S7 +> HEM. 2211. 


A plan that keeps prospects 
on the track...fo your dealers 


| OUR advertising and sales efforts 
make people want your product 
-—but still many of them may buy 
some other brand because they can't 


find where to buy it. 


Avoid this loss —at low cost. 

Display your trade mark in the 
Classified Section of Telephone 
Directories and arrange for your 
local outlets to be identified under 


it. Then, in all your advertising and 


radio programs, you can tell people 
that your authorized dealers may be 
found in the Classified Directory. 
They simply look for your product 
under the classification describing it. 
Many well known companies utilize 
this plan to keep prospects on the track 
to their dealers. It helps to increase 
sales. Why not let it do so for 
your business? Call your local (B 


telephone business office. — 


-Chrysler 
IVICE 


| At right: a typical example of how the Classified makes it easy to find dealers ru 


Automobile Agencies & 


1 (Cont'd) 
pane SALES AND 


SERVICE 


New Dodge Luxury Liner 
_Lowest-priced car with 
Fluid Drive! Dodge Job- 
Rated Trucks built to fit 
your job! Look for oor 
Dependable Service sign 


“WHERE TO BUY THEM” 
BURHOLME MOTORS -. av PIL grm-2087 
couuelA MOTORS |, N 5 LIV ngstn-3100 
BAIS were : Federal HOW ard-7513 
canouent W ot, ventale av MAY fair-2030 


Longshore s INC 
HEINEL MOTORS | N Broad DAY npo-:-03°0 


TWOOD IME, Chelten av VIC tur-£500 


L DT CORP & Lehigh av BAL dwin-4500 


Broad Ter J 

u eet wet Orihodox DEL awar-2307 

O'CONNELL MOTOR 

PUSEY-MacINTIRE hoster 
wt “spoon tor Madison- 7399 


GEO C INE. Fiourtown CHE stHt!-3400 


Sees av ROX bor 0-0200 
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William Chalmers Joins 


Free & Peters 

William A. Chalmers, formerly an 
account executive with the Biow 
Company, New York, has joined the 
New York office of Free & Peters, 
radio station representative. 

Mr. Chalmers had worked with 
Biow, on radio campaigns for Philip 
Morris and Joe Lowe Corporation, 
and formerly was associated with 
Erwin, Wasey & Co. in Philadelphia 
and Geyer, Cornell & Newell in 
New York. 


Schofield to L. & T. 


Perry Schofield, formerly 
McCann-Erickson, has joined 


with 
the 


copy staff of Lord & Thomas, New 
York. 


we CZ Back Issues 


@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 


whirl 
OR NEw 
soOnttT 


“Using 
for editorial and adver- pS awe eon 
ings in 
tising material. no et ad 


BACON’S 


” CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


Association Plans 


| 


| the 


Certification of 


Electric Fixtures 


Charge for Tags Will 
Provide First Industry 
Promotion 


New York, March 4.—Adoption 
of a specification and certification 
program by the American Light- 
ing Equipment Association will 
bring this industry body into the 
ranks of national advertising for 
first time next fall, it was 
learned here today. 


Although pro-| 
'motion plans are in the formative| cation overhead and other expenses 


practices,” the project marks the 
industry’s first effort to merchandise 
i accordance’ with 
minimum standards 
certification. 


and authentic 


To Pay for Tags 


The certification tags which will 
be attached to all residential fix- 
tures manufactured by association 
members are scheduled to make 
their debut March 15. Current esti- 
mates are that about 400,000 of the 
certified fixtures will 


year. Funds for the promotion 


campaign will be raised by means | 
of a levy on each tag attached to a} 


fixture by an associatiGn member. 
The tax on small fixtures will be 
10 cents, on larger units, 20 cents. 

If the average tag represents a 
15-cent promotion contribution the 
1941 fund will be $60,000. Certifi- 


stages, indications are that the ini-| will bring the promotion budget to 


tial budget will be in the neigh- | about $35,000. 


borhood of $35,000. 


association project came into the 
limelight today as 
of residential lighting fixtures pro- 
duced under the new program was 
released for examination by the 
Electrical Testing Laboratories. In- 
corporating the Illuminating En- 
gineering Society’s “recommended 


No agency has thus 


| far been selected to handle the cam- 
The merchandising phases of the | paign. 


the first group | 


The lighting equipment manu- 
facturers’ program differs from that 
of the IES promotion in that the 
latter is sponsored by a group of 
cooperating lamp manufacturers 
whose products have been certified 
by the Illuminating Engineering 
Society, whereas the new project is 


* BUILDING PERMITS, 
500% UP 


*& PRIVATE EMPLOYMENT, 
863.6% JUMP 


* POPULATION, 200% 
INCREASE 


” And Uncle Sam says each soldier counts for one new civilian to be em- 


ployed. So add 74,900 CIVILIANS ot the KWKH family, which has 
jumped over the 3,000,000 mark within the 150-mile radius of our 
primary area. 


Just think! 74,900 new buyers, in addition to the good soldiers, with 


new money, new habits. EXTRA to you, EXTRA to KWKH, the 50,000- 
; watt CBS guide for Boomtown Alexandria. 


} 
| 
; 


50,000 WATTS-CBS 


; MEMBER SOUTH-CENTRAL 
QUALITY NETWORK 
KWKH-KTBS, Shreveport; WJDX, Jack- 
son, Miss; WMC, Memphis; KARK, Little 
Rock, Ark., and WSMB, New Orleans, 


established | 


be sold this | 


NEW TAG GOES ON LIGHTING FIXTURES 


AMERICAN LIGHTING 


EQUIPMENT ASSOCIATION INC. 


RTIFICAT 
COMPLIANCE 


The manufacturer querentees by oMang the lobe 
that this lighting fiature duphcotes somples found by 
Blectricel Testing Leboretories = periodic tex 
ond mspections to comply with the ALEA Specfico 
toms incorporating the Recommended Prectice 
for Wieminetion Performance formuloted by 

ILLUMINATING ENGINEERING SOCIETY 
and with the Mechanical Electrical and Sele Cor 
struction Specifications of the American Lighting 
Eqvipment Associetion inc 

ELECTRICAL TESTING LABORATORIES 

East End Ave at 79th Street New York N Y 


n addition tothe Cert fication by Electrical Testing 
Leberetories ‘he American Lighting Equipment 


Assecietion Inc. gves onwrorce of good desgn 


For best lighting results be sure to use stondord 
econdescent lamps » wattages des groted 


——e 


Front view (left) and reverse side of specification and certification tag adonted 
for use in connection with lighting fixtures by the American Lighting Equip~ent 


Association. 


a program sponsored by a trade Grocers Open Eastern 


association. ° P 
About $100,000 a year being Office in New York 
The National Retailer-( 


spent in the IES campaign through 
Foster & Davies, Cleveland. IES Grocers, Inc., has opened an E 
funds are also raised by a levy on district office in Room 60% 
certification tags. Lexington avenue, New Yo) 
|provide better service for m« 
warehouse distributing units 
eastern part of the United S 

The new ALEA tag will be at-| The Baltimore office has 
tached to fixtures designed chiefly|Closed and its veteran mai 
for living rooms, dining rooms and a yontgges Me “ot 
bedrooms, where illumination per- quarters remain in the Merch: 
formance is a major factor. The | Mart, Chicago. 
accepted specifications will not be| 
applicable to secondary locations 
such as hallways, vestibules and | 
dining alcoves for the time being. | David Penn, 
Under the terms of the program | for WCOL, 
ALEA members will submit =o on 
ples of eligible fixtures to the Elec- | facturers. 
trical Testing Laboratories for test- | David Penn Associates, In 
ing and inspection. Only those oot | ~gq in the Huntington 
tures conforming to the illumina-| bldg., 17 S. High street. 
tion specifications and design 
quirements will be permitted 
carry the certification tag. 

In addition to the association’s | 
promotion of its program in con- 
sumer media, individual manufac- 
turers will mention the new 
tag in their advertising. Although 
a complete list of those planning 
such tie-ins is not yet available, 


is 


Designed for Major Rooms 


| of 


Organizes Agency 

former news 
Columbus, O., hi: 
agency to speciali: 


re- 


to| Wells to Apex-Rotorex 


Edward P. Wells, former 
president in charge of sales fi 
Kalamazoo Stove and Furnace ( 
pany, has taken up new duti 
commercial manager of the vac 
cleaner division, Apex-R« 
Corporation, with offices in C 
land. 


also 


sam=! radio productions for Ohio manu- 
The company, know: 


mn 5 q 


uul 


General Electric Company = and 
Lightolier Corporation are two 
manufacturers known to be consid- 
ering such a move. Members of the 
industry pointed to the stimulating 
effect of the IES program as evi- 
dence of the soundness of offering 
consumers certification based on 
minimum standards. 


Auer Joins “Ledger” 


George J. Auer, formerly vice- METHOD FOR 
president of Peck Advertising | PRINTING 
Agency, New York, has been named 
assistant to Robert Cresswell, pub- IN COLOR 
lisher of the Philadelphia Public 
Ledger. Mr. Auer, who will make 


his offices in New York, also served 
123 N. WACKER DRIVE 


jas assistant publisher of the New 
York Journal and before that as| CHICAGO, ILLINOIS 
advertising manager of the New| Telephone STATE 5977 


| York Herald-Tribune for 15 years.' 


RAPID COPY SERVICE C0 


By 


| 
| 
| 


AMERICA’S SCHOOL 


CHERS 


‘ 


Tecate how infallible your school 


er was 


how you argued with Mom and Pop about your teagher’s opinion’. 


America’s legions of school teachers take very seriously their 


re- 


sponsibility of counselling 25,000,000 school children. They’? 
honest in their convictions. They're eager for the facts. Be sure they 
know your story by telling it to them through the advertising pages 
of their official magazines . . . 729,212 actual circulation in 40 states. 


We'll gladly tell you more, any times 


State Teachers Magazines, Inc: 
AN ASSOCIATION OF 40 STATE TEACHERS MAGAZINES 


Georgia C. Rawsdn;Mgiy 307 N. Michigan Ave., Chicago! 
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Gaines Dog Food 
Plans Intensive 


Local Sales Test 
Gives Car Cards Job 


of Increasing Sales 
Tenfold in Rochester 


Rochester, N. Y., March 5.—An 
interesting experiment in which an 
advertiser whose market is national, 
but represents a small fraction of 
total sales in his field, will test the 
possibilities of intensive cultivation 
of a single local market, will be put 
under way in Rochester, N. Y., next 
month by Gaines Food Company of 
Sherbourne, N. Y. 

Gaines makes a dry dog food 
which is mixed with water before 
serving, and which represents a 
considerable economy to the dog 
feeder. Until two years or so ago, 
Gaines was almost entirely a spe- 
cialty item, unavailable in grocery 
outlets, and used principally by 
professional dog fanciers, breeders 
and kennels. At that time, W. E. 
Armstrong, formerly with Chappel 
Bri for 14 years, joined Gaines 
Food Company as sales manager, 
and while continuing the Gaines 
appeal to professional breeders, 
broadened its sales base through 
achieving limited distribution § in 
grocery and other retail outlets. 
Incidentally, during these two years 
the company’s business doubled. 

Last year volume was something 
over $1,200,000, but dry dog food is 
still a comparatively minor factor 
in the dog food field, and Gaines 
distribution is spotty and far from 
intensive. The company is cur- 
rently spending about $100,000 in 
national magazine advertising, 
using more than 30 papers, includ- 
ing Better Homes and Gardens, Col- 
lier’s, Field & Stream, Hunting and 
Fishing, Life, National Sportsman, 
nd a number of dog and pet 
papel Copy features the fact that 
Gain was the choice of the U. S. 
Expedition, and offers a 
nple of the product, together 
vith a booklet, “Health for Your 


Di Leads from this advertising 
are the primary means of opening 
new retail outlets. 


A Tough Assignment 

In breaking away from this sys- 
tem of widespread but not intensive 
distribution and sales through the 
Rochester test, Gaines will rely 
entirely on transportation advertis- 
ing to perform what the company 
itself believes to be a near-miracle. 
The test will cost about $5,000 over 
a year’s time, an expenditure far 
out of line with the present impor- 
tance of the Rochester market from 
a comparative national standpoint. 
Furthermore, Rochester now is 
Gaines’ best market, with sales of 
the company’s product there repre- 
senting the highest volume of per 
capita sales in the country. To 
make it even tougher, Gaines esti- 


Ss R«S 


cE SERVICE 
DEPENDABLE 


MARKET RESEARCH 
TABULATING 


~omplete facilities and long 
experience enable us to 
the exacting demands 
0! agencies, publishers and 

ceting analysts. 

7 

end for your copy of the 
clet entitled “Economy 
farket Research.” 
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RECORDING & STATISTICAL CORP. 
12 Maiden Lane, New York. N. Y. 


t0sTon CHICAGO DETROIT 
MONTREAL TORONTO 
ee 


mates that its present sales in the 
Rochester area will have to be in- 
creased tenfold to make the cost of 
the local advertising pay out, and 
in order to make this tenfold in- 
crease possible of achievement its 
present lineup of 50 retail outlets 
in the market must be built up to 
250. 

Achievement of these results 
rests squarely on a half-run of 
11x28 car cards, which means that 
there will be 250 cards up each 
month. Most of them will be in 
buses, although a few street cars 
are still operated in the city. The 
April card, upon which the success 
‘of the experiment primarily de- 
|pends, will include a pad of cards 
| offering an eight-ounce package of 
|the food free, together with an 
illustrated booklet on the feeding of 
dogs and puppies. To make the 
experiment completely successful, 
Gaines figures that 20,000 of these 
cards must be removed from the 
car card. This quantity removed 
will mean approximately 6,000 re- 
|demptions, according to _ figures 
|worked out by the company, its 
agency, C. Wendel Muench & Co., 
Chicago, and National Transitads, 


which operates the Rochester car, 


card advertising system. 
The samples will be delivered to 
those requesting them by Western 


Union messengers, who will deliver 
with them a mimeographed list of 
dealers indicating where the prod- 
uct can be purchased. This mimeo- 
graphed list will be changed weekly 
as new dealers are added. 

No Extra Sales Effort 

But even if the sampling proves 
effective, the problem of increasing 
Rochester business tenfold will still 
be for from solved. Gaines will 
supply no other promotion for the 
city, leaving the entire job to be 
done by the car cards. The com- 
pany has only two salesmen, neither 
of whom is to do any special work 
in connection with the Rochester 
sales effort, and the entire matter 
of achieving adequate retail distri- 
bution will be left in the hands of 
its local distributor, whose sales 
force is even smaller than that of 
Gaines. 

No effort will be made to open 
up dealerships in advance of the 
sampling drive, and the company 
will deliberately avoid exerting any 
pressure in the market. Actually, 
the two Gaines salesmen are a very 
recent innovation—until a year ago 
Gaines had no salesmen, and all 
dealer contacts were made by mail. 

From its experience of the last 
two years with national advertising, 
Gaines knows that it can expect a 
35 per cent conversion into custom- 


ers from those who request samples. 
It knows this co be true because 
every request tor a sample results 
in an intensive mail follow-up by 
the company, using a total of seven 
mailings. The sixth mailing in the 
series, going Out approximately six 
weeks after the original inquiry was 
received, includes a postcard asking 
whether or not a purchase has been 
made, and returns from this card 
are the basis for the 35 per cent 
conversion estimate. 
Tells Basic Story 

In the Rochester test, as in its 
national advertising, Gaines will tell 
its two basic stories: that the food 
was selected for use by the U. S 
Antarctic Expedition, and that it is 
cheaper and more satisfactory to 
use. The Gaines product comes in 
two-pound and_ five-pound bags, 
and sells at an average price of 
about 9 cents a pound—the usual 
price for the two-pound bag being 
19 cents, and for the tive-pound bag 
43 or 44 cents. 

“National Transitads say they 
can make this Rochester experiment 
prove out.” Mr. Muench told Apver- 
TISING AGE, “and so we're giving 
them a chance to make good. We'll 
use a half run for 12 consecutive 
months, but that’s all we'll do; the 
rest is up to the medium. And we 
deliberately picked what we con- 


sider the hardest spot in which to 
do the job.” 


ABC Adds 6 Members 


The Audit Bureau of Circulations 
has added the following new mem- 
bers: magazine, New World Illus- 
trated, Montreal; business papers, 
National Butter and Cheese Journal, 
Milwaukee, and Tavern Weekly 
News, Chicago; daily newspaper, 
Nebraska Daily News Press, Ne- 
braska City, Neb.; weekly news- 
papers, Packet & Times, Orillia, 
Ont., and Bulletin & South Shore 
Record, Bridgewater, N. S. 


R. E. Lewis Advanced 

The Tennessee Products Corpora- 
tion has named R. E. Lewis, resi- 
dent sales manager at Pittsburgh 
for the past six years, as director 
of sales, with headquarters at Nash- 
ville, Tenn. 
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LAUREL PROCESS CO. 


“SMOOTH AS STILL WATER” 


Leovelcoal 


Fully Coated Printing Papers 


Providing all the beauty of 
costly printing papers at the price 
of ordinary paper! 


New this year, Seredcoa’™ printing papers already 
are making a thrilling new chapter in the history of 
printing art. Seredcoa’ papers present an entirely dif- 
ferent formula printing surface, beautiful, super-smooth, 
rich appearing — specifically perfected for fine-screen 
half-tone and brilliant color work. Serefcoa’ papers 


help make printed pieces wake up and sell! But that’s 


not all — 


Advertisers who have been paying a premium for 
superior printing results can make important savings 
at no sacrifice of quality by specifying Seredcoal papers 
because Yerelcoad provides all the beauty of costly 
printing papers at the price of ordinary paper. 

On the other hand, if you have a small budget for 
printing which has limited you to not-so-good appear- 
ing catalogs, circulars and brochures, you now can 
step-up to Yeredroa’ quality paper at little, if any, 


extra cost, and benefit by a mighty respectable job! 


Seeing is believing . . « Write Kimberly-Clark for 


proofs of printed results on Sevetcoal 
papers—results heretofore obtainable 
only with high-cost printing papers. 
You'll agree, these new-type papers 
do most for the money! They are 
available through your paper mer- 
chant. If you prefer, inquire direct. 


* 

rupfect 
Levelcoal Saper 
Made super-smooth by a new patented 
coating process for high-quality printing. 


ki mfect Y 
Levelcoal Saper 
Companion to Trufect at lower cost. For 


use where quality remains a factor, but 
less exacting printed results demanded. 


M u It ifect . 
Levelcoal Paper 
Where economy counts in volume printing, 
this grade does a splendid job. 


“TRADE MARK 


KIMBERLY-CLARK CORPORATION :- Established 1872 - NEENAH, WISCONSIN 


CHICAGO — 8 South Michigan Avenue 


NEW YORK — 122 East 42ad Street 


LOS ANGELES — 510 West Sixth Street 
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Container Corp. 
1940 Net Rises 
fo $2,227,682 


Chicago, March 5.—In reporting 
a consolidated net profit for 1940 of 


$2,227,682, compared with $1,448,-| 


900 for 1939, the Container Cor- 
poration of America has gone to 


considerable lengths to reveal to its | 


stockholders a clear picture of the 
company’s operations in a 32-page, 
well printed booklet. 

“Consolidated net sales for 1940 
amounted to $30,464,677,” reports 


Walter P. Paepcke, president. “This | 


RERRRERE 


|represents an increase in dollar 
| value of 26 per cent over the pre- 
vious year. The increase in unit 
volume was 9 per cent. Selling 
prices during the first nine months 
of 1939 were on an unsatisfactorily 
low basis. Throughout 1940 the 
average selling price levels were 
better than in 1939, although dis- 
tinctly lower than during the last 


quarter of 1939. At the end of 1940} 


price levels were spotty in that they 
reflected satisfactory levels in some 
products, fair in others, and unsatis- 
factorily low levels on some items.” 

Two pages are devoted to a 
graphic representation of — the 
sources of flow of primary materials 
through mills and factories of the 


portray plants and plant operations. 
A diagram and table is used to in- 
| dicate the relative proportion of net 
sales accounted for by profit, labor, 


| selling, administrative and general 


expense, raw materials, factory sup- 
plies and expense, depreciation, in- 
| terest and taxes. 


_Globe-Wemicke Expands 
| Advertising for 1941 

Cincinnati, March 5.—‘‘Our ad- 
vertising has been substantially in- 
| creased for 1941,” says J. S. Sprott, 
| president, Globe-Wernicke 
pany, in reporting to his stockhold- 
ers that earnings for 1940 were 
$175,146, “the best record made by 
the present management since the 


Com- 


company’s reorganization in 1934.”| Dec. 31, 


Consolidated net income for 1940 
was $2,167,592, compared with $1,- 
820,661 for 1939. 


Penick & Ford 


Earnings for 1940 were $1,073,939, 
compared with $1,456,456 for the 
previous year. 


Northwestern Mutual Life 
Excess of income over disburse- 
ments for 1940 was $64,779,813. 


Oneida, Ltd. 
Net income for the year ending 
Jan. 31, 1941 was $613,121. 


company. A number of photographs | 


Remington Arms 

Net income for 1940 was $1,945,- 
563, compared with $1,392,646 in 
1939. 


Flintkote Company 


Consolidated net income for 1940 
was $1,436,550, compared with $1,- 
432,382 for 1939. 


A. T. & T. 

Net income for 1940 was $210,- 
497,453, compared with $190,280,877 
for 1939. 


Celanese Corp. of America 
Net income for the year ending 
1940 was $6,376,896, com- 


More families listen to WABC each 


—than live in Chicago, Philadelphia, Detroit, Los 


Angeles, and the next five largest cities, combined ! 


of WABC is based on the 


That’s why WABC is 


~ 


Tr 
Le 

> AS 

Pad ~ 


pve 


WABC serves the largest single market in the world. 
Reaches, each week, a total of 4,824,183 families — more 
than all the families which live in Chicago, Philadelphia, 
Detroit, Los Angeles, Cleveland, Baltimore, St. Louis, Bos- 
ton and Pittsburgh (the U. S.’ 2nd to 10th largest cities) 


combined! (This figure for the total evening net circulation 


CBS Listening Area study con- 


ducted in May, 1940 —the latest and most accurate study of 

station audiences ever conducted in the United States.) 
Listeners’ first choice, t00. And six other basic studies 

in the last eight years prove WABC first choice of listeners 


in the New York area, morning, afternoon, and night! 


frequently referred to as the 


“Smartest Buy per Dollar, in the World’s Largest Market”. 


[ 90,000 WATTS - NEW YORK 


Owned and operated by Columbia Broadcasting System. 


Represented by Radio Sales: Chicago - Detroit 


St. Louis * Charlotte - Los Angeles + San Francisco 
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_ en penne 
pared with $6,374,100 for the year| pared with $1,951,030 for t! year 
preceding. preceding. 


Monsanto Chemical ‘Zonite Products 
Net income for 1940 was $5,467,- | Net income for 1940 was $} 4.606. 
774, compared with $5,174,840 for|compared with $26,903 for | 939 


re 
| 1939. American Tobacco 
National Tea Net income for the year . nding 
Net income for 1940 was $346,391, | Dec. 31, 1940, was $28,311,782 com. 
compared with a net loss of $369,080 |Pared with $26,427,934 for 939. 
for 1998. Bulova Watch 
| Parke, Davis & Co. | Net income for the quarte. eng. 


Net income for the year ending | 178 on aah aekaan a st 1,955 
| Dec. 31, 1940 was $8,187,712, com-|“E Saag” 


| pared with $9,254,202 for the pre. | eereee in 1988. 
| vious year. Thomas J. Lipton. Inc. 
. C. Penne % Net income for 1940 was $1. 3,712 
J Y Co compared with $159,735 for | 39 
Net income for 1940 was $16,230,- 

| 609, compared with $16,481,213 for Pennsylvania R. R. 

1988. Net income for the year ir 
Dec. 31, 1940, was $46,238,250, com. 
pared with $32,032,525 for 19 9 


a 


Valspar Corp. 

Net income for the year ending 
| Nov. 30, 1940 was $101,688, com-| Pyre Oil Co. 
|pared with $204,153 for the pre- 
| vious year. 


Net income for 1940 was $! 718. 
|057, compared with $8,290,4 


| Servel 1939. 


Net income for the quarter end-| A. Stein & Co. 
ing Jan. 31, 1941 was $269,703, com- | 
pared with $354,166 for the like 
period a year previous. 

Illinois Central 

Net earnings, after sinking fund . 
appropriations, for 1940, were $880,- C. M. St. P. & P. Railroad 
130, compared with $2,220,403 for Net loss for 1940, accord 
1939. the preliminary statement, wa- 88.- 
826,522, compared with a ne! 
in 1939 of $14,427,383. 


Net income for the 12 month 
ending Dec. 31, 1940, was $36.85 
compared with $308,474 for the pre 
vious year. 


Lambert Company 
Net income for 1940 was $1,173,- . 
054, compared with $1,261,836 for Marshall Field & Co. Sete 
1939. Net profit for 1940 was $5,692.98) 
compared with $4,636,558 for 1939 
Bon Ami ; a 
Net income for 1940 was $1,339,- National Distillers 
|593, compared with $1,481,771 for Net profit for the 12 months end- 
1939. jing Dec. 31, 1940, was $6,711,962 
compared with $7,007,123 for the 
McCall Corporation | preceding year. 
Net income for 1940, according 
|to preliminary statement, was $839,- U. S. Gypsum 
| 303, compared with $739,606 for Net profit for 1940 was $7,052,974 
1939. compared with $7,365,847 for 1939 


'Minneapolis-Honeywell | Goodyear Tire 

Net income for the year ending| Net profit for the year ending 
Dec. 31, 1940, was $2,528,602, com- | Dec. 31, 1940, was $10,309,788, 
pared with $2,158,582 for the year | pared with $9,838,797 for the ye 
preceding. previous. 


Radio Corp. of America Phoenix Hosiery 
Net income for 1940 was $9,113,- Net profit for 1940 was $154,055 
156, compared with $8,082,811 for, compared with $481,143 for 1939 


1939. 
Richman Bros. 
Eureka Vacuum Cleaner Net income for 1940 was $1,761. 
Net loss for six months ending | 875, compared with $1,979,342 f 
Jan. 31, 1941, was $98,792, compared the year preceding. 
with a net loss of $235,667 for a : aed 
like period a year previous. McGraw-Hill Publishing Co. 
Net earnings for 1940, according 
Berghoff Brewing to the preliminary report, wer 
Net income for 1940 was $321,025, 


compared with $503,844 for 1939. 


General Electric 

Net income for the year ending 
Dec. 31, 1940, was $56,241,000, 
according to preliminary statement, 
compared with $41,235,644 for the 
year preceding. 


B. F. Goodrich Co. 

Net income for 1940 was $6,121,- 
357, compared with $6,628,746 for 
1939. 


Loft Candy Corp. 


Net loss for 1940 was $156,475 


National Lead 

Net income for the 12 months 
ending Dec. 31, 1940, was $6,102,702, 
compared with $5,780,500 for the 
previous year. 


United Drug 

Net income for 1940 was $1,103,- 
945, compared with $1,063,249 for 
1939. 


Van Raalte Co. 

Net income for the year ending 
Dec. 31, 1940, was $808,348, com- 
pared with $901,658 for 1939 


American Colortype 
Net income for 1940 was $346,825, 
compared with $319,049 for 1939. 


Vick Chemical | 
Net income for six months ending | 
Dec. 31, 1940, was $1,951,881, com- 


425 S. WABASH AVE. 
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$912, compared with $620,265 
for 19 


Fairbonks. Morse & Co. 


Net income for the 12 months 


endin: Dec. 31, 1940, was $2,749,699, | 
comp. ed with $2,469,884 for the 
previc ‘s 12 months. 


5, S. Kresge Co. 

Ne: carnings for 1940 were $10,- 
070.3 compared with $10,450,624 
for l ). 

Hosiery 

Net loss for 1940 was $115,282, 
comp: ed with a net profit of $116,- 
008 f 1939. 


Ame: can News Co. 

Ne! .ncome for 1940 was $1,108,- | 
595, ompared with $897,404 for | 
1939 


Conc oleum-Nairn 

Ne’ income for the 12 months 
endins Dec. 31 was $1,617,205, com- 
pare’ With $2,111,618 for the previ- 
ous ar. 
Douglas Aircraft 

Net income for the year ending 
Nov 30 was $10,831,971, compared 
with $2,884,197 for the preceding 
yea 
Fruit of the Loom 


Net income for 1940 was $69,252, 
compared with $142,236 for 1939. 


General Foods 

Net income for the year ending 
Dec. 31, 1940, was $15,244,077, ac- 
cording to the preliminary state- 
ment, compared with $15,118,063 for 
the preceding year. 


General Outdoor 

Net income for 1940 was $1,030,- 
084, compared with $1,022,861 for 
1939 
Goodyear Tire & Rubber 

Net income for the year ending 
Dec. 31, 1940, was $1,391,514, com- 
pared with $1,652,502 for the previ- 
Ous year. 
Interstate Hosiery 

Net income for 1940 was $257,082, 
compared with $223,989 for 1939. 
Neisner Bros. 

N ncome for 1940 was $443,693, 

npared with $678,478 for the pre- 
lous year. 
Norwich Pharmacal 

Net income for the year ending 
Dec. 31, 1940, was $757,883, com- 
pared with $783,282 for 1939. 
Webster, Eisenlohr 

Net income for 1940 was $159,- 
678, compared with $12,156 for 1939. 


First National Stores 
Net profit for the nine months 
ending Dec. 28, 1940, was $1,870,128, 


1,400,000 © 
CUSTOMER- HOUSEWIVES 


; " audience for many a 
d frequent advertiser. 
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1940 Expenditures in 


Mago: nes 94,000 
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MILY CIRCLE 


y woman's weekly — 
Chicago + Son Francisco 


compared to $2,033,802 for the like 
period in 1939. 
International Harvester 
Net profit for the year 
Oct. 31, 
pared with $7,952,810 for the pre- 
vious year. 
Mead, Johnson & Co. 
Net profit for 1940 was $1,676,711, 
compared with $1,814,009 for 1939. 


Rudolph Wurlitzer Co. 

Net income for nine months end- 
ing Dec. 
with $354,343 for the like period in | 
1939. 


Julius Kayser & Co. 
Net income for six months end- 
ing Dec. 31 was $225,662, compared 


ending | 
1940, was $23,161,110, com- | 


| with $246,192 for the comparable 
period in 1939. 


Postal Telegraph 
Net loss for 1940 was $2,791,491. 


_Nash-Kelvinator 

Net income for the quarter end- 
jing Dec. 31 was $87,130, compare 
|} with $22,998 for the 
| Per iod in the previous year. 


American Type Founders 
| Net income for nine months end- 
| ing Dec. 31 was $59,608, compared | 


| | 1939. 

Great Northern Railway 

| Net income for 1940 was $10,208,- 
1194, 
1939. 


comparable 


compared with $8,686,425 for | 


Atlantic Refining Co. 

Net income for the year 
Dec. 31 was $6,219,000, 
with $5,028,000 for 1939. 
TWA 

Net loss for 


compared 


133 for 1939. 


Borg-Warner Corp. 

Net income for nine months end- 
1940, was $4,125,231, 
with $3,483,036 for the 


| ing Sept. 30, 
compared 


31 was $598,314, compared | with $62,611 for the like period in | Same period in 1939 
‘Hart Schaffner & Marx 


Net income for the year ending 
| Nov. 30 was $437,776, compared 
with $400,788 for the year preced- 
ing. 


Westinghouse Electric 
ending | 


1940 was $232,455, | 
d |compared with a net profit of $107,- | ing Dec. 


Net income for the year ending 
| Dec. 31 was $18,985,425, compared 
with $13,854,365 for 1939. 


'Hecker Products 

Net income for six months end- 
31 was $304,016, compared 
with $689,940 for the same period 
in 1939. 


| Liggett & Myers 

Net income for 1940 was $20,339,- 
241, compared with $20,705,549 for 
1939. 


Procter & Gamble 

Indicated net earnings for six 
months ending Dec. 31 were $9,- 
610,027, compared with $14,586,538 
tor the like period in 1939. 


“ON PAPER 


Write, today, on your business letterhead for your copy of 


op 


reparation” — a convincing demonstration of the appea 


‘ance and 


efficiency of economical CHAMPLAIN Super Calendered Paper. 


Available 


in white and India 


in all standard sizes and weights. 


INTERNATIONAL PAPER COMPANY 


+ CLEVELAND 


220 EAST 42nd STREET, NEW YORK, N. Y. - BOSTON - CHICAGO 


Made by the Makers of: ADIRONDACK BOND AND LEDGER « INTERNATIONAL MIMEOSCRIPT - INTERNATIONAL 
DUPLICATOR + BEESWING MANIFOLD « TICONDEROGA BOOK + TICONDEROGA TEXT « INTERNATIONAL TI-OPAKI 
CHAMPLAIN BOOK + SARATOGA BOOK + SARATOGA COVER + INTERNATIONAL OFFSET 
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Buick Magazine 
Distributed to 
More Than 710,000 


Detroit, March 6.—Circulation of 
the “Buick Magazine,” a general 
interest publication sent to Buick 
owners throughout the world, now 
has topped 710,000 monthly, ac- 
cording to W. F. Hufstader, general 
sales manager of Buick Motor Di- 
vision. 

The magazine is considered an | 
important part of the annual sales | 
promotion program of the Detroit 
manufacturer and recently was 
awarded top rating by the Direct 
Mail Advertisers Association. It is 
designed primarily as a monthly 
contact with owners and is not 
circulated among prospective pur- 
chasers, except those who are for- 
mer Buick owners. A large volume 
of sales is credited to former own- 
ers each year. 

“Buick Magazine” deals with sub- 
jects of general interest to motor- 


ists, featuring travel, sports, fash- 
ions and educational material ap- | 
pealing to all types of readers. | 
Articles are purchased from ace | 
writers and an_ editorial board | 
which includes Buick executive per- 
sonnel passes on all material. The 
magazine avoids publication of sales | 
material. 

Graphic evidence of owner inter- 
est, according to Mr. Hufstader, is a | 
deluge of requests for reprints of 
various articles. Demand has been 
exceptionally heavy for Buick’s 
“Automotive Primer,” a feature on 
the fundamentals of auto design | 
written for young readers and car- 
ried serially in recent issues. The 
company finally decided to publish 
the special primer in booklet form. 
More than 20,000 copies have been 
distributed to schools and _indi- 
viduals, and the booklet is mow in 
its second edition. 


California Ad Body 
Urged by Legislator 

A state advertising and publicity 
commission, with $1,000,000 a year 
to spend, would be set up under 


provisions of a bill offered by Cali- | 
fornia Assemblyman Harrison W. | 
Call, Redwood City. 
Funds would be appropriated on 
the basis of spending 75 per cent 
outside California, 15 per cent 
within the state and 10 per cent on 
salaries and administration. The 
measure provides for appointment 
of a non-salaried five-member com- 
mission by the governor. The group 
would aid organizations already 
engaged in publicizing the state, but 
none could be given more than 
$250,000 a year. 


Victor Issues Booklet 


Victor Equipment Company, San 
Francisco, maker of welding equip- 
ment, has issued with its current 
annual report to stockholders a 24- 
page illustrated brochure, to take 
them on a “pictorial tour” of the 
company’s executive and operating 
offices and the welding equipment 
shops. The supplement was the 
work of Ernest L. Mathy, first vice- 
president of Victor. 


ST PETERSBURG 


S000 WATTS 


620 KC 
’ 


Now Full Time 


The ONE anon serving this 


“airea” with a fully “listenable” 


signal both day night. 
Louis J. Link, Gen, Manager 


INTERNATIONAL | RADIO SALES 


NEW YORK - CHICAGO - SAN FRANCISCO 


Michigan Seeks Director 


Governor Murray Van Wagoner 


Local Roto 


ae 


in 1940, representing a decline of 
| 383, 845 lines or 47.1 per cent. Dean Uses WLS Tie-In 


: | Using a four-color full-pag. . 
has asked a senate-house conference | The total rotogravure linage for rin 
committee to amend the Michigan Linage Gains January, 1941, was made up of 359,- | ae Bae Me Gee Cf wo 
tourist advertising bill and provide | in ] 299 lines of monotone and 72, 176 | pointed up two WLS,’ C! a0, 
for a state director to coordinate | peonsingpent, ‘lines of color. |radio personalities as promi: on 
four resort sssocistions. The dite | New, York, March 5.—Local roto fe 
tor, according to Governor Van | 8'@VUre newspaper advertising lin- WSYR Promotes Jeske “Martha Crane pery hong = aa 
Wagoner’s plans, would prevent the age showed an increase of 40,982 | 'the stati ho k b 4. 
overlapping of ‘efforts and would|lines or 20.5 per cent for January ckted Jeske, timekeeper of Sta-| the station's homemakers broa: cast 
try to induce regional associations 1941, over January, 1940 according | oe en ae been | and Sai ae nets ee 
to include in their campaigns a to the Kimberly-Clark Corporation | ° Bene Sane: Shee mnnneeT. aan Ss a Sa partich. 
“Come to Michigan” slogan which | re > 2) er ee stim = 

: Ss eport. Total linage for the month|cjal events director, has added | program. 
would benefit the entire state. in 1941 was 240,563, compared with | duties as director of the promotion renee 
—_—_—_—_— 199,581 for the month in 1940. ‘and merchandising department. 
Farnol Opens Own Office National rotogravure linage slid | Se a agreed Bal: or 
rieaieies a s ‘ 
Lynn Farnol, formerly advertis- ale ines by oe eth come from | | Names Southwest Dailies Chicago, oy come ry os 
ing and _ publicity director for the 615,739 lines for January, 1941, The Democrat, Durant, Okla., has | guide, a 48-page directory f ‘4. 
United Artists, has opened an office | © 190,912 for January, 1940. Total |. 5 5ointed Southwest Dailies, Mem-|vertisers. Included are listir of 
at 250 Park avenue, New York, as|Toto linage for the month in 1941! phis, as national advertising repre-| leading Central and South A: eri. 
counsel in public relations. was 431,475, compared with 815,320 | sentative. can publications with group es 


+ 


Buyers 


grams, the source 
from advertisers and 
country demonstrates 


developed by this 


Advertising 


Sales Managers, Space 


Managers, 


and Other 


Executives All Find The 
MARKET DATA BOOK 


of Invaluable Service. 
In the preparation of sales and advertising pro- 


book 
sulted is the Market Data Book. Eloquent testimony 


of information most con- 


agencies in all parts of the 
the estahlished habit of use 


20-year-old reference book. 


ASSOCIATES, INC 


307 NORTH MICHICAN AVE 


« CHICACO ° Advertising + Sales Promotion *. Marketing + Manes: 


Market Data Book, 
100 East Ohio Street 
Chicago, Illinois 


Dear Sirs: 

As you know we have been steady users of the Market ®4 
Book. It has been constantly used in this department for mary 
years. I use it not only for market data and statistical fig re’, 
but also as a reference book for publications covering the v» © ‘ous 
markets. 

For example, we recently placed a campaign for a moufst- 
turer of chemicals and we used the Market Deta Book both to ate 
markets for this prowuct ami to select media in which the ac: rtisi#@ 


is appearing. 


Yours very truly, 
EV ASSOCIATES, INC. 


FT™ 5GS 
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Government Warn Numerous instances of questionable | Flag Conference. Copies may be| Protexall Renciote Begin Spring 


use of the flag for commercial pur-| obtained, for a dime each from the Senneth B. Butler & Amociates 
. poses have been called to the De-| Superintendent of Documents, Gov- - ; ee eet 4 
’ . . " | . > 3 Me a, - he Ss oe é - 4 
Against Illegal Use partment's attention, it was said, but} ernment Printing Office, Washing- a p Pore Word pene y bes my Drive for Enna 
s in most cases violations of the law| ton. The booklet is known as Trade! motion of Protexall ine Galesburg ] 2 
of American Flag were committed unknowingly. Promotion Series No. 218. Ill., manufacturer of industrial | ettick Shoes 
W.-hington, March 5.— Uncle In all fairness, the Department een 


| 


San in’t say so in so many words, points out that there is no feder 


uniforms, | Auburn, N. Y., March 6.—Dunn 
al | ar . M fand McCarthy, Inc., manufacturer 
but indicated this week that the | legislation covering use of the Barton Studios oves 


x : ; N w Assi nm w \of Enna Jettick shoes, will start a 
nat | defense drive has brought| American flag. But every state in RB cece aed gy : WwW a ig dint rel | spring sdnenabiiiied pen ered in sh 
va |the union has prohibited such use| CS) PHotosrapner, nas moved \ . W. Swi las re ? ¢ 
a ce ‘ain amount of illegal use of | as p : } 


, = rer larger quarters at 3408 Woodward | India, where he supervised General | ional magazines and newspapers 

the .merican flag in advertising. | for advertising purposes, and the| avenue, Milton Fields, formerly | Foods’ cashew nut production, to |throughout the country this month, 
Tl Department of Commerce, law imposes various _ penalties. with Pictorial Studios and the Gen- |coordinate nut procurement, proc- | promising dealers “better fitted ad- 
in reporting the release of a new | Alaska, Puerto Rico, the Philippines| eral Motors photographic depart- | essing and sales activities for the | vertising for the better fitted shoe.” 
hanc ook on “The Flag of the and Samoa likewise have similar | ment, will join the staff. | corporation. The drive will include 50.533.751 
Unit 1 States—It’s Use in Com-| laws on the statute books. neem resin Piatt |\Enna Jettick advertisements, ac- 
mer.” declared that legal restric-| All existing laws on the subject} DeVilbiss Elects Two Takes Larger Quarters |cording to the company, and 114 


tion on the use of the National) are included in the new handbook, 


Aly ~ . ++.:7,,|Million persons “actually w see 
‘= : Howard P. DeVilbiss and Roy A. The Chicago office of Family million persons “actually will sec 
embm for advertising or other| according to the Department 


of | Guyer have been elected vice-presi- | Circle has taken larger quarters in | these ads. Dealers are being urged 


comercial purposes are “a subject | Commerce, as well as the revised| dents of the DeVilbiss Company, |the same building at 6 N. Michigan |t® run special advertisements of 
of « pecial interest at this time.’’| flag code adopted by the National/ Toledo. avenue. their own on dates that tie in with 
the campaign. 


National publications to be used 
include the Ladies’ Home Journal, 
April and May issues, The Instruc- 
tor, May and June issues, and 
|Woman’s Home Companion, May 
j}and June issues. Copy also will ap- 
pear in the American Journal of 
| Nursing, April and May issues, and 
in The Christian Science Monitor 


qwnarkets for manufacturers of chemicals Gril Paes onesie 


he MIARKET DATA Book 


* 
John Lane is advertising man- 
4é 

7 ” . ? ul ager of Dunn and McCarthy and 


the account is handled by Mars- 
chalk and Pratt, New York. Arthur 


this department for many years” ~~" 
k 


Talks About Facial 


— 
| In one advertisement an attrac- i 4 
|tive girl is shown entwined in a 

banner which proclaims, “The ‘fa- 
cial’ that starts with your feet,” 
toward which an_ arrow points. 
Copy is captioned “Fit that shows 
in your face, by Enna Jettick.”” The 
other advertisement depicts a white 
bird winging its way alongside a 
feminine foot in a white shoe, with 


Jingles on Turban 
; Sell Lots of Bourbon 


Poets shriek, but Glenmore Dis- 
tilleries, Louisville, can find no 


fault with the jingles that help sell 
its bourbon in newspaper copy from 
ays r. i. Cc » Space uyer a [coast to coast. 


One jingle by “Colonel Glen- 


more” opines that “an Arab chief 

| would sell his turban just to get 
EVANS ASSOCIATES, Chicago Advertising Agence ee 
9 £ uA 4 "y is simple, showing a quart of Glen- 

more  bottled-in-bond and_ the 

\“Pour Glenmore” slogan. Body 

copy and headlines are absent. 

| A. P. Bondurant, advertising man- 

‘ager for Glenmore, calls it “low- 

| pressure advertising.” D’Arcy Ad- 


“As you know we have been steady users of the Market Data —— ee 
Book. It has been constantly used in this department for many F. D. Plumb to Tracy 

F. D. Plumb, formerly of Bu- 
years. I use it not only for market data and statistical figures, ee ee an 


| account executive. 


- but also as a reference book for publications covering the ‘Pandolfi Moves Studios 


‘ 4 sr) ~andolfi, Advertising Art, 
various markets. | has eae ite bo ay yy Be. 
quarters at a new location, 565 Fifth 
AF avenue, New York. 
“F le, w ly pl ign f f 
or example, we recently placed a campaign for a manufacturer 
of chemicals and we used the Market Data Book both to locate 
markets for this product and to select media in which the adver- 
ts tising is appearing.” 


“ BED IN MOST PLACES WHERE BUSINESS PAPER SPACE IS BOUGHT 
THe Market Data Book  2222= 


share of the Spring check-up busi- 
—— ness with car owners. First forms 
EW YORK CHICAGO ATLANTA LOS ANGELES SAN FRANCISCO close March 15. 
*W. 42nd St. . Ohio St. ’ varfi ; 5 ; 
nd St 100 E. Ohio St Walton Bldg Garfield Bldg Russ Bldg THE IRVING-CLOUD PUBLISHING CO. 


Tribune Tower Chicego, DI. 
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KFEL Adds Green 

George H. Green, formerly with 
the American Thread Company, has 
joined the sales staff of Station 
KFEL, Denver, the fourth addition 
to the department within a month 
The expansion is in line with an 
impending increase in KFEL’s 
power to 5,000 watts. 


Gets Ronrico Rums 


Ivey & Ellington, Inc., Philadel- 
phia, has been appointed to handle 
advertising for the Ronrico Cor- 
poration, Miami and San _ Juan, 
Puerto Rico, distributor of Ronrico 
rums. 


Paterson Bank Appoints 

Paterson National Bank, Pater- 
son, N. J., has appointed Albert 
Frank-Guenther Law, New York, as 
advertising counsel. 


HOW BAKERS HAVE RUSHED TO PRESENT ENRICHED VITAMIN B, BREAD TO THE PUBLIC 


COMPELLING | 
AUTHENTIC 
ILLUSTRATIVE 


RAPID COPY SERVICE CO. 
e123 N. Wacker Drive ... CHICAGO 
e 415 Lexington Ave... NEW YORK 
e Ninth-Chester Bldg. . . CLEVELAND 


"a ABC: 
parcious VITAMIN 
VITAMINS 

that B, 
BELONG BREAD 


wiTH WHEAT gmp gous 


AC Ofer: Yow # Mew Kind 
OF BREAD-VITAMIN BI ( 


ao) 


‘fwicted vib VITAMIN By 
ich in OLD FASHIONED 


FLAVOR 


Enjoy this new white bread goodness by ordering 
OLD HOME 


from your grocer today! 


Try This MEW LOAF on Sete Todey of Both Golveston ABC Stores 


VITAMIN B, BREAD ABC." 


Old Home 


62S Bread 


METZ BROS. BAKING CO. 


NOW! NEW SUPER-DELICIOUS 
WHITE BREAD BRINGS YOU RICHER 
FLAVOR ite Heart of the Wheat! 


One's A WHITE READ Twat 
stot wean 


~ were afaae 


“Ss - 


ore VITAMINS 
om non 


Vitemun BI! 


You Need Vilamin B, Luery dag — 


i 


GENEST'S /MPQOVE7 HOME SCIENCE BREAD 


NOW Richer ‘In impartant «é™ 


— 


= Important news to eve: 
man, woman and chil 


Bond Srev 
ENRICHED 


eit umportant Vitamins anc Mine, 


et Sd — 


GENESTS HOME SCIENCE V/TAMIN 8) BREAD 


—— oe me 
wer) the rem 4) yous crocs 
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COLIFORMIM MILLING ComPoRation 


This handful of newspaper advertisements gives an indication of the manner in which bakers throughout the country are spreading the news of enriched bread to ‘e 


public. Many more similar advertisements are appearing daily. 


shown at the lower left corner. (Story on Page |.) 


All of the copy shown here is large size, the smallest being the four-column wide insertion in two co ors 


Single Station | 
Coverage 


AIRLINE FROM 


FORT WAYNE 
Chicago ...162 M. 
Detroit .... 160M. 
Cincinnati. .151 M. 


! 
y 


| 


FORT WAYNE \ 


\ 


‘© CINCINNATI 


of a Solid Block of the Midwest 


More than 2'4 million prosperous city 
and farm folk live and spend their 
earnings in these 62 rich counties of 
Indiana, Ohio and Michigan. WOWO 1s 
the only single station in a geographical 


position to reach effectively this solid 


block of the Mid-West. 


RePRESEN TE O 


FT. WAYNE, IND. 
10,000 WATTS 


Indiana’s Most Powerful 
Broadcasting Station 


c , @ F SALES 


Opens National 
Radio Checking 
Service Office 


St. Louis, March 6.—National 
Radio Checking Service, Inc., has 
opened offices at 6635 Delmar Blvd. | 
here, with checkers in 135 markets 
‘to keep tab of radio programs for 
radio advertisers. <A. S. Foster,} 
manager, former general manager 
'of WEW and previously business 
manager of WWL, announces that 
he expects to have 600 checkers 
throughout the country in 60 days. 

In explaining how his checking 
service operates Mr. Foster said: 
“Radio advertisers have a right to 
a more definite check on perform- 
ance than the station manager's 
word. No advertiser would pay for 
| the smallest advertisement in the 
|most obscure publication without 
seeing proof of performance. Now, 
through this service, advertisers can 
check the smallest spot in the most 
remote community.” At the present 
time station managers offer affidav- 
its as proof of performance. 

Subscribers to the service now 
include Grove _ Laboratories for 
Bromo-Quinine, Lewis Howe Medi- 
cine Company for Tums and NR, 
the Beaumont Company for Four- 
Way cold tablets and W. R. Sheaffer 
Pen Company. Each Thursday as- 
signments are forwarded to check- 
ers for the following week and re- 
ports are returned to the service 
each weekend and placed in the 
hands of subscribers by the follow- 
ing Wednesday. 


Salathe to Oil Company 

Bill Salathe has been named sales 
promotion and advertising manager 
of the Salyer Oil Company, Okla- 
homa City. He formerly served as 
public relations director for Braniff 
Airways and was sales promotion 
manager at Station KOMA, Okla- 
homa City. 


Pinkham in New Post 


Richard A. Pinkham, formerly 
advertising and publicity director of 
James McCreery & Co., New York 
department store, has been named 
account executive at Lord & Thomas 
to handle Half and Half smoking 


tobacco. 


W. E. Harold Moves 


W. E. Harold, representative for 
the Central Outdoor Advertising 
Company and the Packer Corpora- 
tion, has moved from 35 E. Wacker 
drive, Chicago, to 230 North Mich- 


igan avenue. 


Chicago Industrial 
Designers to Exhibit 

The Chicago Society of Indusvrial 
Designers will show example: of 
members’ recent work in an ex!) bi- 
tion at Art Center Chicago, 820 N 
Michigan avenue, April 19 


Products ranging in size from pl: stic 


shavers to refrigerators will be dis- 
played. 

A $200 competition for a_ traffic 
light design is being sponsored by 
the society, competition closing 
March 28, when all entries wil! be 
submitted to Art Center for judg- 
ment. 


Packard Promoted 


International Business Machines 
Corporation, New York, has _ pro- 
moted Gordon Packard, previously 
sales divisional manager, to_ the 
newly-created position of general 
sales manager, with headquarters i! 
New York. He will have charge o! 
sales activities of all company divi- 
sions. 


(7 —\\ 
| CELLULOOh 


COVERS 


ORDER 
from 
HORDER f 


NEW DS 
INEXPENSIVE 
WINDOW BINDERS 

for Sales Presentations, Report 


you will find a hundred uses one 
or hundreds of these attr ‘'v* 
Cellulook window binders . . 1 


bids, proposals, trade pric: 

statements, etc. The outside is red 
with a Cellulose sheet and the » 40%: 
covered with the same materia 
the heading on the title page fi pon 


with the covers. Acco faste! 
included. 
Horder’s carry a complete stock 
binders, covers, etc. At all st 
have a Horder represent 
you his complete sampie &k'' 
and printed folders and bind 
or call for free samples 


HORDER’S, '° 


9 Stores — FRAnklin S nicag® 
i : ° ns! 
Mail Orders: 231 S. Jefferso 
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Victor ‘Diamond’ 


Promotion Given 


Phi 


‘adelphia Test 


Hudnut Sponsors Show 
The Hudnut Sales Company, New 
York, will sponsor the “Hollywood 
Showcase” over the CBS Pacific 
network Tuesdays from 9:30 to 10 
p. m., starting April 1, under a 13- 
week 


Detroit Carpet 
Cleaner’s Copy 


Urges British Aid 


| protests as soon as the postings went 
| up, but the company balanced these 
against widespread interest in the 
| campaign and good-will generated 
among what it believes to be the 
vast majority of the people. The 


UL S. Agency Moves 


The United States Advertising 
| Corporation, Toledo, has moved its 
| offices from the Home Bank bldg., 
| to 1032 Spitzer bldg. 


eS 
ie 


- - %o | . : : . era ae 
, sIphia, Mar — contract. The company’s| Detroit, March 5.—A timely tie-in | company has offered, in small space ; 

P! selphia, mm ¢ BLA Marvelous cosmetics will be pro-| yw; h “Ai : Rdtain® tc aneria swenaner advertisements - Joins Mutual System 

‘ mpany, Camden, N. J., and  S with “Aid for Britain” is carried in | newspaper advertisements, to give | : a 
Mfg ‘a olin Foe canis RCA moted, marking Hudnut s first us€/4n outdoor advertising campaign | 20 per cent of its receipts to British | Station WIBC, Indianapolis, will 
Rayn." = veda of radio for its cosmetics line. Ben- | jaun thed by the Leader Carpet |relief groups ; . become a basic affiliate of the Mu- 
victc distributor, today launched a ton and Bowles, Hollywood, handles | U0?" ’ - eS a 7 tual Broadcasting System about the 
sont les promotion campaign in the account. Cleaning Company here. Livingstone-Porter-Hicks, Detroit, | middle of April, upon completion 
the ladelphia - Camden area on ——_—- Fifty poster panels are being used | handles the account. of its new transmitter. 
beh of Victor records. To Join NBC Blue | with 24-sheet posters carrying this | 


Th campaign centers on the new | jadvice: “Follow the Leader—Help 


Bradley Boosts Two 


yicto record catalog, and a search | Station WISH, Indianapolis, now |Great Britain.” Only mention of : ; MAILING SERVICE 
sae it which will reward record under construction, will become a the company is its name below an Robert N. Ingersoll, acting head | : ; erin } 

tht ith special merchandise member of the basic Blue network illustration of the national capitol of the | Milton Bradley Company, Multigraphing — Filling-in 
buyé ws "| of the National Broadcasting Com-|)iqing Postings. on a f ..| Springfield, Mass., game maker, Addressing—Mimeographin 
divid: nds. The prospect hunts| pany May 1. It will have 5,000) [UUG!Ss. Ostings, On a TOUF~) since October, has been elected | 8 Brap 8 
thro the catalog, looks at all| watts power daytime and 1,0090|)™onths’ schedule, will be changed} president. His place as vice-presi- THE LETTER SHOP, Inc i 
rect and albums marked with a| watts at night, and operate on a| monthly. dent has been taken by Roy Davey, | g49 § Dearborn St Wabash oess 
aiam od symbol, selects and buys| frequency of 1,280 killocycles. | The pro-British sentiment drew] who also is general sales manager. | : CHICAGO 

s4 w rth of the discs, and gets an | 

extl dollar’s worth from the 1 i 

deal whether in the diamond- | 

marked list or not. Cost of the 

rect dividend is shared by the 
distr outor, dealer and RCA Victor. 2 

Use Newspapers, Radio 

¥ test is being announced in 
Philadelphia newspapers, beginning 
today, through 11 cooperative ads 


rancing in size from 100 to 1,500 
Announcements also will be 
made during a regular RCA Victor 
sram heard nightly, except Sat- 
. over Station KYW, Phila- 
delphia, and during an RCA Victor 
commentator’s program on 
ame station Sunday evenings. 
campaign is to end March 31. 
The “Diamond” promotion try- 
resembles somewhat the tests 
” conducted in advance of national 
nouncement of the Victor Record 
ty plan. Present objectives are 
increased store traffic, greater sales 
volume and new prospects. An ex- 
tensive kit of sales promotion sup- 
ts the campaign. 


Soc it 


pol 


\. Republic Pictures Ups 


19 
ic Ad Budget to $500,000 
1ls- A budget of $15,000,000—$5,000,- 
000 over last season—has been an- MILES 
iffic nounced by Republic Pictures for ur ie 
by 1941-42, including $500,000 _ for ' 
sing promotion, the most extensive ever 
| be planned. The company will spend 
idg- $400,000 in business papers and 
00 in fan magazines. This is 
the first time that Republic has used as ~ 
the fa nedia. Sixty-six pictures 1 
are on the schedule. * 
ines H. J. Yates, chairman of the - o . = 
pro- board, James R. Grainger, general 
usly sales manager, and a representative e 
the of Donahue & Coe, the agency, have . 
eral gone on a tour of major cities to 
rs it confer with theater, newspaper and . was 
se of advertising men to Sevauaiehe the Look out, here they come! when they began telling frankly what they thought 
livi- most effective method of acquaint- i vertisi ssed t usiness 
ing the trade with Republic’s fea- Duck that brick-bat! No, it was a bouquet! Gee. ne Ge eS ee Cone © © 
— ture movies, “Westerns,” and serials. 


and industry, they stepped on some mighty tender 
corns. And of course their owners hollered, loud and 
long. But pretty soon their ideas started to take hold 

—copy began to improve—the ABP came out with a 
York, has joined the sales and mer- What's it all about? Who's creating all this excite- “Tell All” campaign that was Copy Chasers gospel 
Sree ee 2 a ea ment? through and through—and the boos changed to cheers! 


did you see what they said about that tough competi- 
tor of ours—maybe they’re not so hot after all. Gosh. 
there they go saying our copy this month is lou-say! 


» Loftus Joins WAGE 
\\| Russell Loftus, formerly time | 
| buyer at Benton & Bowles, New 


Haven't you heard about the Copy Chasers and their 
“OK as Inserted” department in INDUSTRIAL MAR- 


You'll enjoy meeting the Copy Chasers—even though 
you'll never grasp their flesh-and-blood hands. They're 


Wilder Appointed | 
Almon Brooks Wilder, Inc., Chi- | 


ago, has been appointed to handle | KETING? Man. where’ve you been all their life? Their anonymous and mysterious only because personalities 
Gvertising of Graver Tank & Mfg. +s . . , Sant m 
ompany, Inc., East Chicago, Ind. stuff has had advertising men on their toes—trying mustn’t count when the copy clinic starts and the sur 


hard to apply some of those things—everybody-knows- 
and-nobody-does to their every-day work of turning 
out advertising that sells. 


geons take their saws out of their brief-cases. You'll 
never see their faces—but you may feel their punches. 


IN THE MIDDLE 
i OF THE DIAL 
800 K.C. 


Can you take it? Then write your name and address 
on that little coupon down in the corner and say, “OK, 
you're the doctor!” 


Ralph McGraw, editor of INDUSTRIAL MARKETING. 
introduced The Copy Chasers three years ago—and 


: en 
“ INDUSTRIAL MARKETING | 100 onic street 
4 | 80 60 70 80 90 100 10 THE METHODS PUBLICATION OF ADVERTIS- ee 1 tina seamaiitillitl tcaas 


ine APRIL FIRST! ING AND SELLING ... REPLETE WITH CASE year ($2) sor two years (83) 1 enclése my 


row. fre» 1030 K.C. to 800 K.C., giv- HISTORIES OF ACTUAL CAMPAIGNS, ARTICLES check in full payment. 
ve nu ie at ox tibiae AND DISCUSSIONS DEVOTED TO THE STUDY OF . 
Sa CORRECT AND SUCCESSFUL PRINCIPLES OF sain — 
( K l W ADVERTISING AND MERCHANDISING, INDUS- — 
. TRIAL MARKETING IS SIMPLY “MUST” READING 
* 2 so00 WATTS MATERIAL FOR EVERY PROGRESSIVE ADVERTIS- — 
es | __Mu‘uat Brondeasting System ING AND SALES EXECUTIVE. City & State 
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STegerce 7, Bariarty vie [ore A TOGS Getting Personal Suzie. 
rederic ; urkharc vice- mestauran ee 

tere . = gp dln orgag Re Talks Detense The National Restaurant As. »¢ja. 
Falls, Mass., has resigned and his . a : : h a | tion has set May 5-11 for ob-ery. 
sosition age saanmes will 4 in New Drive Col. Robert R. McCormick, publisher, Chicago Tribune, has given | ance of the sixth annual N; nal 
taken by * onl War gh log Ean, “Whitehall,” his $150,000 winter home at Aiken, S. C., to The Citadel, Restaurant Week. As in { mer 


been with the company for the sad 
two years. 


Glyco Changes Offices 
Glyco Products 
moved its offices, plant and labora- | 
tories from 148 Lafayette street, 
New York, to larger quarters in| 
Brooklyn, at 230 King street. 


Company has 


Small ads, good copy, 


small ads, good copy. 


good copy. 


small ads, good copy, 


ads. = PROFITS! 


Your profits are in people's 
minds. What they think GOV- 
ERNS what you sell. You can 
make them think what you 
want them to think . . . with 
SMALL ads. You can create 
and = maintain unquestioning 
preferences for the things you 
sell with SMALL ads. 
You can determine today what 
buyers are to think six months 
to a year from today and you 
ean make them think it... 
with SMALL ads. Have you 

| seen Mrs. Snyder’s newspaper 
ads? the EDIPHONE news- 
paper ads in the West? do 
you know about our PLAN? 
our COPY? 


OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 


| national 


| Business 
| Time, 


| national 


Cleveland, March 5.—National 
defense is emphasized in a greatly 
‘expanded advertising 
the Erie Railroad, announced here. 

The carrier will employ both 
magazines and 
newspapers in its 1941 campaign. 
Publications to be used include 
Week, Nation’s 
Traffic World 
States News. 

The copy accents the 
readiness to serve as a cog in the 
defense. Headlines pro- 
claim that “We 
Drafted” and “Okay Uncle Sam,” 
and the copy indicates that Erie is 
prepared to handle any amount of 
increased traffic which may be re- 


and United 


| quired. 


Although freight business. will 
carry the greater emphasis, passen- 
ger copy will be given a play, and 
the railroad personnel rather than 
equipment will be featured. 
advertising takes the stand 
man power, rather than physical 
equipment, makes for the real 
differences between railroads. 

The account is handled by the 
Griswold-Eshleman Company, 
Cleveland. 


Bill Henry Plugs Gum 


American Chicle Company, Long 
Island City, N. Y., gum and con- 
fection manufacturer, is sponsoring 
Bill Henry, columnist, over the CBS 
Pacific network. The program, 
which started March 5, will be 
heard Wednesdays and Fridays, 6:15 
to 6:30 p.m. Badger and Browning 
and Hersey, Inc., New York, is the 
agency. 


Joins B. & B. Staff 


Dorothy Whitney, formerly a 
copywriter for B. Altman & Co., 
New York department store, has 


| joined the copy department of Ben- 


ton & Bowles, New York. 


y cee EDWARD PETRY & CO. 


HE OF THe 
BPATION'’ 


aseRVING THE NATION'S 


payed STATE 


From 


GIVE YOU THE FACTS ABOUT }~7 


WHEAT 


SANANTONIO 


MEMBER 
TEXAS 
QUALITY 
NETWORK 


schedule for | 


on-line | 


Business, 


railroad’s 


Didn’t Wait to be | 


The | 
that | 


South Carolina’s military college at Charleston. During World War I 
Colonel McCormick served as major in the First Division, which was 
commanded by General Charles P. Summerall, now president of The 
Citadel... 

A “sneak preview” of a 40-minute film of North Carolina’s tourist 
and recreational attractions, prepared by Dick Reynolds, tobacco mag- 
nate, was recently given members of the North Carolina State 
Advertising Commission. The film, now in black and white but later 
to appear with technicolor and sound, will be ready in two months. 
A 20-minute version will be distributed outside the state. . . 

Oklahoma City’s points most worth advertising will be studied by 
a commission headed by J. I. Meyerson, director of advertising, Okla- 
homa Publishing Company, who will be assisted by J. Wilson Swan, 
chairman of information and publicity for the chamber of commerce; 
Harold Halsell, Halsell-Humphrey advertising agency, and M. H. 
Bonebrake, manager, KOCY, Oklahoma City. . . 

Theodore S. Fettinger, pres., United Advertising Agency, who will 
soon celebrate his 76th birthday, is ill with the grippe at the home 
of his son, Forrest Fettinger, in Maplewood, N. J... Obey T. Brewer, 
a.m., George Muse Clothing Company, Atlanta, has been named vice- 
president of the Atlanta Visitors and Convention Bureau. . . 


ADMEN TRY OUT NEW TYPE MACHINE 


The Motor Toboggan, now being placed in production by the Four Wheel Drive 
Auto Company, Clintonville, Wis., after exhaustive tests, gets one final going 
over from Francis M. Higgins, the company's sales promotion manager; Al 
Hauptli, associate district manager, McGraw-Hill Publishing Company, Chicago; 
and Howard Landgraf, vice-president, Klau-Van Pietersom-Dunlap Associates, 
Milwaukee. The machine, powered with a 25 hp. air-cooled motor and driven 
by a cleat-equipped traction belt, is reported capable of traveling over any 
depth of snow with loads up to 800 pounds. It goes as fast as 45 miles per hour. 


John J. Cummings, assistant a.m., Donnelly Advertising Company, 
Worcester, Mass., is honeymooning in the South with the former 
Agnes B. Collins, Norwood, Mass. . . Friends of Capt. Jim McAnulty, 
Allen-Klapp-Frazier, and Capt. Tom Wason, Scripps-Howard organi- 
zation, tossed a party for them at the Chicago Towers Club, Feb. 27, 
and also gave them remembrance gifts just prior to their departure 
for U. S. service. . . 

Among advertising men who are alumni of the Royal Air Force 
of the first World War who are busy sending boxes of good things 
to eat to members of today’s RAF are: H. A. McGrath, pres., Fowler- 
Shaw, Chicago; Fowler Barker, secy.-treas., Air Transport Assn.; Ira 
S. Woodhouse, Carolemay Co., Chicago, who holds the air force cross 
and croix de guerre; Gordon Thompson, Wayne Colorplate Co., De- 
troit; Harold H. Booth, Chas. A. Mason Advertising Agency, Detroit; 
Douglas Brown, Detroit Times; Boake Carter, radio commentator. 
Headquarters of the “Adopt-a-Squadron” group are at 333 N. Michi- 
gan avenue, Chicago. . . 

Thomas B. McCabe, who rose from sales clerk to president of the 
Scott Paper Company, Chester, Pa., was presented with an antique 
platter and an engrossed scroll by his employes March 4 in com- 
memoration of 25 years with the company. .. Henry R. Webel, mgr., 
export div., G. M. Basford Company, New York, will leave March 11 
on a three-month airplane tour of Colombia, Ecuador, Peru, Chile, 
Bolivia, Argentina, Paraguay, Brazil and Venezuela, to study markets 
and media... 

Mark O'Dea, pres., O'Dea, Sheldon & Canaday, has a full page 
advertising quiz in the March 15 Liberty, consisting of 40 questions 
and a grading system on the reader’s advertising knowledge. .. F. C. 
Eighmey, mgr., KGLO, Mason City, Ia., gave a series of luncheons at 
Chicago and elsewhere celebrating the increase in his station’s power 
to 1,000 watts March 29. In two luncheons in Chicago he was assisted 
by the Chicago staff of Weed & Co., including Neal Weed, Bill Reilly, 
Charley Adell and Margaret Doyle. 

Ken Cloud, Irving-Cloud Pub. Co., 
a vacation but found the California 
Arizona. . . 

Agency men will again help guide the destinies of the Port Wash- 
ington (L. I.) Yacht Club during the coming year. At the annual 
election, Fred Walsh, Newell-Emmett space buyer, was re-named 
commodore, and Tom Varley, Briggs & Varley prexy, secretary. 

Jerry Whitehead, an art director at Kenyon & Eckhardt, pulled a 
boner when he was called up before the microphone during Feen-a- 
mint’s “Double or Nothing” quiz program. He said that the Philip- 
pines are a territory of the U. S., and they happen to be a common- 
wealth. . 

Neville Miller, NAB prexy, and Mrs. Miller were recent guests of 
President and Mrs. Harold W. Dodds of Princeton University. . . R. W. 
Metzger, Ruthrauff & Ryan radio director, will be minus his tonsils 
when he gets out of the hospital at Evanston, II 

Sam Fuson, Arthur Kudner v.p., returned last week from 
where the citrus account kept him busy. It’s nice 
get it , 

Quentin Reynolds, Collier's ace war correspondent, was scheduled 
to address the Chicago Federated Advertising Club March 6, but his 
plane was grounded and he was unable to appear. Sigrid Schulz, head 
of the Berlin staff of the Chicago Tribune, pinch-hit and did a swell 
job 


went to California for 
wet he ended up in 


Chicago, 
mists so 


Florida, 
work if you can 


years, the campaign will hay. the 
support of a large number of fooq 
manufacturers and producers wh» 
will plug the occasion in thei: ow, 


promotion. 
Promotion also includes d) play 
of an official poster designe py 


A. Boyd Pixley, vice-preside + ¢s 
Pixley and Ehlers restaurants, “hj. 
cago. 


Herb-Ox Uses Premiun s 


The Pure Food Company, Va. 
maroneck, N. Y., has launch 4 


| special campaign in four New rk 


| being promoted on 


York, 


| the Green Duck Company, Chi: go, 
|for the past 20 years, 


newspapers for Herb-Ox bo (Jon 
cubes, featuring a pair of Eve: rp 
shears for 25 cents and Her! -Ox 
cube wrappers. The offer is so 
Station V OR. 
York. H. B. LeQuatte, [ey 
is the agency. 


Forms L. J. Imber Co. 


L. J. Imber, who has been _ jth 


New 


has fo ied 
the L. J. Imber Company, 172-4] 
W. North avenue, Chicago, spe: al- 
izing in the manufacture and de ign 
of advertising specialties, emb}: ms. 


| Signs, ete. 


| 


more 


| bg Ones have joined 


the other electric refrigerator 
advertisers in THE HOUSEHOLD 


- MAGAZINE, First monthly i 


‘this classification in 1940 
HOUSEHOLD already can 


} 


foods!) . 


‘count on a gain of 45° 


in 1941. Big appetites for 
modern equipment (and for 
. big. families 


with big needs and big 
-buy-ability are the big points 


of Housenoto’s 1,875,050 
circulation —mostly in the 
towns under 25,000... wnat 
‘[ife and sales are gre. 


Mite fort ist 
G0-10-T0W\ 


with THE HOUSEHOLD IV: cAZi 
Arthur Capper, Publisher, Topeka, 2s 
New York - Chicago - Detroit - Sar ‘ranose! 


ICS 
the 
uct 
art 
rT | 
son 
pre 


= 
| 


pr 
eff. 
[ 


na\ 


PR 


i ea fA 
aa 
ad 
ser 
pees ee 
eee 
2 fa 
; 
a ee: 
BS ee 
4 ei 
ae ; 
, oe SL | 
Ea 
= : ee : 
‘ om oui adda 
: y ty r 
. ae —— whee ( 
a c 
small ads, 7 d 
re 
p 
‘ t 
ot a | 
f u 
; 3 a ; 
ee ' 
: . 
10 
; ss ‘ : 
: me e : m 
i P 3 = x Pe; - q pl 
aa Pato a di 
| a pe ee ne fe di 
: : oe aN ‘ " 
nee Ase a : pr 
4 Oa: * & ie Pres ee. = 
z 4 ». Cre ver ee a oon ® pu 
i OO a ; - Ae —" ad 
" i . mig » . .  T “ . hee : 
TT ~~ a eur “¢ _ Pali sn 
33 fag r : hi s i , — at i ; tis 
a? 8 ——a : om —<" Wee Y » ss 
% ——_- oe 2 . ‘i - pri 
t * *. = T > 7 
+ oer , ‘ 
re ae | . 
: | n 
: a i FP | ne 
ee 
SSS 
i 
naar tes a en Re . im) 
I | % 
7 - ; 
Pos its 
=. *! 
oe ng 
; ana 
edu 
| eac! 
; ay 
Sa 
| : ; ploy 
: , : 7 forc 
z ; - of a oo ae 
J aoe ee 7 Sen Os a) i T 
mh nil ee “=e = aie: 
lat 
on\ 
Spa 
en 
: : the 
es indi 
; pres 
, isc 
pe ines — 
— 
a ; = a 
— PY a , # 
zs a ‘ee ~~ -— & 
eo ‘ ees é mai ore es: 
F eae mee neo ee a ; 
ee \\ ' ae e i 
a e = fe ' 
; ies ‘ ee Se 
eae RR ae Seen ee ee, - : 
— 
Zz a 
ie 
pS wat 
ae tax 7 
Peo open ae Speen nena. ssh ieee Seana ea prtanrntetsastahanieiaio 
ee ae ee ee oS : — — _ 
ae Earn Sa eee iin ee nee ae ate ee a 
oe oe a LS 
ie Ag; 
rer 
= ae ; 
om . i . Soe atti A ; aa ee 7 : _ pe he ee i hen 2 ie Wee. ty ee : ey ; c <a, & : iF ey , ms : —— me 
iy Ee ® | ese - be Py Ps: Se >,” ai My a Ph 2 Sy Oe oe ee Mii SS ed pe se eee eg oe es eta. J oe ae rege ee Ce ee i: eta SS 
, 3 fi a uty Pact j : ~ be 12D =, ae = Pte PS £1 ) ‘Negr : hae oe + ‘oa 4 S ma Ge a Na = ft Sey tad a ¥ & ? fen e a ee “Ses a, O th or es" , 
ioe Oe eae? CORT ae ieee Oe Ny Be OR: BE et: ay OR FE Le Fe a A a ae 1 
* 4 'Z ye = he pak sod eo ee epee es ee ON oe | a a, F g3n aa eC. Box ee =, Re. ae eee ee ete Les ‘3 Ras, es a tae a” ae ae r bie — ate 


; 


fo 


March 10, 1941 


pe 
ee 
; 
ze 


ADVERTISING AGE 


Consumer Ad 


Introduced in 
N. Y. Assembly 


Albany, N. Y., March 6.—Senator 
Danie! Gutman, Brooklyn, and As- 
semb!yman Robert F. Wagner, Man- 
hattan, son of the senior U. S. 
Senator from New York, have in- 
troduced a measure amending the 
state constitution for the purpose of 
establishing a “department of the 
consumer” in the state government. 
They also have introduced a 27-page 
consumers’ protection act which cre- 
ates in the state health department a 
consumers’ bureau with sweeping 
powers for the registration, adver- 
tising control, analysis, scientific re- 
search, education, publicity and reg- 
ylation of manufacture and sale of 
foods, drugs, cosmetics and health 
devices. 

The act defines advertisement as 
“any representation of fact or opin- 
ion, Whether written or oral, dis- 
seminated to the public in any 
manner, or by any means, for the 
purpose of inducing directly or in- 
directly the purchase of or increas- 
ing the consumption of any food, 
drug, cosmetic or device.” 

One article provides that “a pro- 
prietor of a medium of publication 
shal! not be charged with a viola- 
tion of this article because of the 
publication or dissemination of an 
advertisement unless he knew or 
should have known that such adver- 
tisement was in violation of the 
provisions of this article.” 


Retailers Given Exemption 


Another paragraph declares that 
“no retailer in foods, drugs, cosmet- 
ics or devices shall be charged with 
the sale or offer of sale of a prod- 
uct violating the provisions of this 
article if he establishes a guaranty 
or undertaking executed by the per- 
son from whom he purchased such 
product that it is not adulterated, 
misrepresented, and if a proprietary 
product, that a certificate of regis- 
tration relating to such product is in 
effect and unsuspended.” 

Under the act the bureau would 
have a $10,000 a year director at 
ts head with six divisions, cover- 
ing registration, advertising control, 
analysis, scientific research, health 
education and publicity and legal, 
each division head being paid $6,000 
a year. The commissioner of health 
s authorized to “appoint such em- 
ployes as shall be necessary to en- 
force the provisions of this article.” 


DMAA Plans Convention 
The Direct Mail Advertising Asso- 
lation will hold its 1941 annual 
onvention in Montreal, Oct. 15-17. 

Spalding Black, market develop- 
ent and advertising manager of 

the cellophane division, Canadian 

industries, Ltd., and Canadian vice- 
president of the DMAA, will serve 
s chairman. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


"HOTO-ENGRAVERS 
IN CHICAGO 


$25,000 Cherry Ad Fund Arkansas Dailies 
ianned in Michigan 


A $25,000 cherry advertising fund Wins Case from 
is expected to be raised in Michi- 


gan as the result of action taken in Former Mana er 
Grand Rapids by the directors of g 


the Michigan Association of Cherry Harrison, Ark., March 6.—Arkan- 
Producers and the advisory com- sas Dailies, Inc., newspaper repre- 
mittee of the Michigan Canners sentative, has won its case in 
Association. chancery court here, restraining 


The two groups, holding a joint Wallace Witmer, former general 
meeting, decided to ask all cherry ; ; lee ; 
growers in the state to contribute manager, from soliciting advertis- 
$1 a ton to build up the fund. ing for Wallace Witmer Company 
from clients of Arkansas Dailies. 
The order holds for 12 months. 

Chancellor J. M. Shinn held that 
Mr. Witmer, after resigning as gen- 


Tyson Elected Director 
Oscar S. Tyson, president of O. S. 
ee ae pg Figg cg eral manager of Arkansas Dailies 
Mixer Corporation, New York, and setting up a business of his 
manufacturer of industrial mixing OWn, had attempted to obtain con- 
equipment. tracts which Arkansas Dailies had 


established through Mr. Witmer’s 
services. 

The particular contracts in ques- 
tion in the case were those of the 


Janus Forms Agency 
Christopher Janus, formerly wit 

the New York Times and more 

recently with J. Walter Thompson 


Harrison Daily Times and_ the) Company, Chicago, has formed his 
Northwest Arkansas Times, Fay-|OWn agency, with offices in the 
etteville. Attorneys for Mr. Witmer Palmolive bldg., Chicago. Account: 
plan to appeal. include the District National Bank, 
Chicago, and the Loid Laminating 
Company, Washington, D. C., mer- 
chandiser of laminating machines 


Dowd Gets Florists 
John C. Dowd, Ince... Boston - —- 
agency, has been named to handle Schedule Alderson Talk 


the account of the Northeastern I rtance of . > cl 

division of the Society of American eer = 
Florists. No specific advertising |"O"S 'n market research will be 
plans have been drawn up, but a es rid ot ee a é 
cooperative effort is contemplated. ome © - ae Cee, 
Associatios 


American Marketing 

° ° March 18. Mr. Alderson, a forme: 

KTSA Appoints Blair vice-president of the association, | 

Station KTSA, San Antonio, Tex... a member of its committee on in- 

has appointed John Blair & Co. to come classification for marketing 
handle national representation use. 


O, hevroled d VE 


To Chevrolet—The 1940 Annual Adver- 
tising Awards Medal for a ‘painted 
bulletin or group of spectaculars most 
distinguished by copy or design.” 


To Chevrolet—The 1940 Annual Adver- 
tising Awards Certificate of Honorable 
Mention for “an outdoor advertising 
program appearing in more than one 
market, which best combines the use of 
various classes of standard outdoor 
media.” 
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T IS EXTREMELY gratifying to us w hen our clients’ advertising is 


awarded unusual distinction from within the advertising profession, 


Primarily, however, we design advertising to make sales . 


and if 


in addition it achieves such awards as were recently accorded Chevrolet, 


we feel justifiably proud. 


The major credit, however, belongs to the Chevrolet executives and 


staff whose co-operation, support and approval make possible such 


awards—and have made Chevrolet the sales leader for ten out of the 


past eleven years, including so far in LOD. 


NEW YORK e CHICAGO ee WASHINGTON « 


President 


CAMPBELL-EWALD CO. 


DETRONI 


LOS ANGELES e SAN FRANCISCO 
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Style Piracy Plans 
Banned by Court; 
fo Revise Set-up 


Fashion and Millinery 
Guilds Lose Decision to 


FTC 


Washington, D. C., March 4.—-The 
Supreme Court this week affirmed a 

rcuit court of appeals decision up- 
nolding a Federal Trade Commis- 
0n cease-and-desist order against 
Originators’ Guild of | 
America and Millinery Creators’ 
Guild. Both groups operated to 
orevent the copying of original de- 
of women’s garments, but 
were adjudged by the FTC to be 
\legal combinations using unfair 
nethods of competition in restraint 
‘f trade. 


Fashion 


I2Ns 


Advertising-Sales 
Executive Available 


\dvertising and sales promotion man 

ger of a leading company in the food 

ndustry bigger, 

sole to exercis« 
ally advertising and me: 
indising experience to better advan 
ge 


wants a better job 


reason: desire unus 


complete 


Exceptional 


essful mail 


experience includes suc 


order, chain store ind 


msic food advertising and merchandis 
ng Knows the 
idget planning; 
ising agencies, supervised thei: 
-ordinated advertising with 


good 
adver 
work, 


mechanics of 
has selected 


selling 


At thirty-six he is old in experience, 
oung im Married, chil 
University graduate, 


ile as 
Christian 


two 
tren, 


us special courses in advertising and 


lling Personable; able to fit: into 
grout 
Further details of accomplishments 


key that 
here’s the man for that tougher-than 
sal job. Personal and business 


ailable. 
* 


Box 3296, Advertising 


will convince sales executive 


ret 


ences a\ 


fue 


| visited 
/and 


the 


The two cases were separate but 


involved virtually the same issues. | retail activity. | 


Justice Hugo Black delivered both 
opinions, and rejected the legal 


defense that the organizations were | 


forced to use the methods they did 
in order to prevent “style piracy.” 

The court held that FOGA vio- 
lated the Clayton Act in limiting 
sale of textiles to garment manu- 
facturers who promised not to deal 
in textiles copied from the design 
of a Guild member, and in prevent- 
ing member manufacturers from 
selling to retailers unless the stores 
agreed not to handle any 
designs. 


copied 


12.000 Retailers Signed 


The Guild was affiliated with the 
National Federation of Textiles, a 
group embracing about 100 textile 
manufacturers, converters, dyers 
and printers of silk and rayon used 
in making women’s clothes. Feder- 
ation members agreed to sell only 
to manufacturers who dealt exclu- 
sively with cooperating retailers. 

About 12,000 retailers’ signed 
agreements to cooperate, but the 
court declared that “more than half 
of these signed the agreements only 
because constrained by threats that 
Guild members would not sell to 
retailers who failed to yield to their 
demands.” 


The Fashion Originators’ Guild 
comprises 176 garment manufac- 
turers who handle more than 60 


per cent of the business in dresses 
priced at $10.75 and over, and more 
than one-third of all the business 
in dresses priced at $6.75 and up. 
The Guild employed shoppers who 
stores of both 
non-cooperating 
on copied 
check 


cooperating 
retailers, to 
garments. As a 
against violations, 
Guild audited its members’ 
books. It maintained a Design 
Registration Bureau, and the Textile 
Foundation operated a similar bu- 


check 
further 


reau for textiles. 

Operations of the Guild did not 
stop with fighting against “style 
pirates.” Among other things, it 
prohibited its members from. par- 
ticipating in cooperative — retail 


advertising, regulated 


discounts 
allowed by members, and prevented | 


radio families 
that 
advertisers! 


In Peoriarea, 89.30 of all fam- 
They're bal- 


urban and 


ilies own radios. 
anced almost 50-50 
rural. What atest market! For 
these families s pend almost 
$171,000 every single day. And. 
WMBD is the 
ONLY radio station that speak- 
all. 
opportunity 
YOUR sales 
EFFECTIVELY 
and 


PROFITABLY! 


in’ Peoriarea, 
to them Here’s a golden 


for you to test 


radio campaign 


ag FREE 


Repreveutativn 


“We heard about Kroger’s © 
Clock Bread over WMBD! 
It's our favorite now!” 


There are more than 141,320 


RESPOND to 


PETERS. be. 


Exslesve Nestoons 


———» 


in Peoriarea 


WMBD 


its manufacturers from engaging in 


In Violation of Law 


According to the opinion of Jus- 
| tice Black, FOGA’s aim was “the 
|intentional destruction of one type 
‘of manufacture and sale which 
|competed with Guild members. 
| The purpose and object of this com- 
|bination, its potential power, its 
|tendency to monopoly, the coercion 
|}it could and did practice upon a 
lrival method of competition, all 
brought it within the policy of the 
prohibition declared by the Sher- 
man and Clayton Acts.” The fact 
that the Guild did not raise prices 
was regarded as immaterial by the 
court. 

The respects in which the plan of 
the Millinery Creators’ Guild 
differed from that of FOGA were 
deemed “not material” by the court. 
The FTC ruling that the millinery 
group had tended to hinder compe- 
tition and create monopoly “by 
depriving the public of the benefits 
of normal price competition among 
retailers of stylish hats for women” 
was upheld. 

In both cases, counsel for the | 
|defense had claimed that original | 
|style creations cannot be protected | 
|against copyists under cy 

| 


| 


} 
} 


\legislation, and that their system 
of registration and policing was the 
only workable plan for putting an 
end to an evil trade practice. 


GUILD PLANS CONTINUANCE 
OF STYLE PIRACY FIGHT 
New York, March 6.—Undeterred 
|by the Supreme Court decision that | 
its practices were in violation of the | 
Sherman anti-trust act, the Fashion 
Originators’ Guild of America indi- 
cated this week that it will continue 
to develop its program to eliminate 
style piracy from the fashion indus- 

try. 

The ruling, which did not come 
as a surprise to most interested 
parties, was of particular interest 
in view of the promotion campaign 
for the New York fashion industry 
to be launched by the International 
Ladies’ Garment Workers Union | 
and manufacturers’ associations. | 
Considering the importance of de- 
sign protection to the development | 
of the industry, retailers pointed | 
| out that the union might assist in 
‘controlling piracy by 
work on styles that 
copied. 

In a statement issued immediately 
after the decision, the Guild took 
the position that its eight-year pro- 
gram has been so effective in edu- 
cating the trade that individual 
action might prove to be a success- 
ful weapon against style piracy. 
The Guild will continue to function 
under a revised program adopted 
following the decision of the United 
States circuit court of appeals here 
last year, which was upheld by the 
Supreme Court. 


} 
| 


refusing to 


have been 


Hopes for Support 


“It is obvious,” its statement said, 
“that in view of the unmistakably 
strong position of so many ethical 
and constructive retailers and man- 
-ufacturers on this subject, it will 
|} be thoroughly practical to carry on | 
a successful design protection pro- 
| gram without some of the measures 
that were unquestionably essential 
when this organization first 
launched its anti-piracy activities. 

It is evident that retailers can 
and will, as individual businessmen, 
reject stolen styles sold to them by 


| American 


the copyists.” 
The Guild will also continue to 
pursue its program dealing with 
design patents, another aspect of its 
| anti-piracy campaign, and the state- 
j}ment pointed out that several hun- | 
dred such patents have already been | 
| Sranted or are being considered. 
| In some quarters, the court's | 
ruling was considered a setback to 
j|the campaign to make New York | 
the fashion center of the world, | 
| Manufacturers of quality garments | 
may hesitate to invest a large sum 
of money in an expensive line if 
|the design can immediately be 
|picked up and copied by a low- 
| priced house, it was pointed out, 
|and the piracy can often be accom- 
plished before design patent protec- 
tion is obtained. 
Upper Fifth avenue 


like 


stores, 


gy SPOR: 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 


Wanted,” 
3@ cents a line, minimum charge $1. 


“Representatives Wanted,” ang 
Terms 


All other classifications (single insertion rates): % in., $2.76; 1 to 2 tn, 


$4.75 per inch. 


HELP WANTED 
NEW BUSINESS—Man under 40 yrs., 
with agey contact and sales exp 
S10,000 
COPYWRITER—Now with agey. Able 
Supervise copys Sss000 
COPYWRITER—Under 35 yrs. Con- 
sumer prod, agcy. exp. Salary open 
COPY-CONTACT—Under 40 yrs. Col- 
lege grad. Industrial exp. Small city 
near Chi, Salary open. 
ACCT EXEC About 30) yrs old 
Agey. small city. Exp. with industrial 
aueecy. or advertiser. $53,300 
ADV. MGR Young, finance or. in- 
tangible exp. $2,500 
ADV MGR Industrial & catalog 
exp. Small city, $2,500 


FRED MASTERSON 
Sinclair-Masterson Personnel 
Rm. 1528—120 8S. LaSalle St., Chro. 
Specializing in all phases of 
advertising 


To a Young Dissatistied Production 
Assistant: One of Chicago's oldest 
printers is looking for a young man 
to learn the business, with selling the 
final goal. Reply giving age, salary 
expected, ete 

Box 3295, ADVERTISING AGE, CHGO. 
~ POSITIONS WANTED | 

ADVERTISING ARTIST 


Lettering, Layout, Poster Design 
Box $293, ADVERTISING AGE, N. Y 


POSITION WANTED 
r—exp trade 
wholesais 


Liditor—experienced in 


publi. 
cations—contracting, nd 


retail fields. Knowledge of |} ne 
printing, engravings and paper ix 
perienced in general ass 
work, trade shows and convent 
Two positions account for t nty 


years of my experience. 
30x 3300, ADVERTISING AGE, (liGg 


ADVERTISING MAN—College Gradua. 


ate. Christian, 24. Five years experi 
ence including magazine manage nt 
house organ editor, sales pron 7 
and copy writing Now emp ed 


Box 3294, ADVERTISING AGE, Clio 


| Ady. Salesman, 18 yrs. exp... married, 


reliable, age 46. Can write for fy 
|}copy—make attractive layouts An 
interested in radio adv. sales work 
A real producer 


Box 3299, ADVERTISING AGE, CHGo 


Advertising Man — experienced 
Agency production dept. or nh 
facturer’s advertising dept. 

fox 3292, ADVERTISING AGE, CHG0 


for 


: MISCELLANEOUS 
BAIRDSET 


ADS OUTPULL PLURB- 
lisher set ads by 25%, 8 year « ck 
proves. Type ruler with your fi: 
der. Clean proofs fast day and ! 


BAIRD, 18 EK. Kinzie, WHI, 4347, Chao, 


large and small quality establish- 
ments in other cities, were almost 
unanimous in lamenting the deci- 
sion. Some large retail stores were 
inclined to minimize its effect, and 
some even welcomed the ruling, 
while all agreed that inexpensive 
dresses will benefit. Other com- 
ments indicated a feeling that the 
Guild has exercised too much 
power, and that a less stringent pro- 
gram of regulation might have 
proved effective and at the same 
time avoided the attention of the 
Federal Trade Commission. 

With regard to the position the 
ILGWU may take on the question 


of style control, members of the 
trade cited the fact that the low- 
priced houses are the largest em- 
ployers of union labor. For this 
reason, the union may evade the 
Issue, 
SURGICAL TRADE GROUP 
PLANS TO FIGHT CASE 
Chicago, March 5.—The outlaw- 


ing of the style registration plan of 
the Fashion Originators’ Guild of 


| America by the United States Su- 


preme Court restraint of trade 
has not changed the plans of the 
Surgical Trade 
tion to fight its 
similar case in the 
District Court at Philadelphia. 
Fred B. Hovey, association secre- 
tary, points out that its registration 


as 


Associa- 


indictment in al 
United States | 


plan for surgical supplies, which 
has been called illegal by federal 
authorities, does not call for any 
agreements or boycotts and, any- 
way, the registration plan has af- 
fected only one hundredth of 
per cent of the surgical 
business. 


one 
supply 


To Continue Fight 


Mr. Hovey previously had advised 
the press that “it is possible that 
the decision by the Supreme Court 
of the United States in the pending 
case (that of the Fashion Origi- 
nators’ Guild) involving registration | 
activities may clarify the law as! 
registration activities of the 
ciation.” Mr. Hovey also antici- 
pates that if the association gets a! 
adverse decision in the distric' 
court it will carry the case to the 
highest court. 


asso- 


WRVA COVERS | 
RICHMOND 


AND NORFOLK 
IN VIRGINIA! = 


PAUL MH HArMEE CO MATIONAL GEPOESENTATIVE 


— 


A FACT from THE CONTINUING STUDY OF SUPER 
MARKETS AND SELF-SERVICE STORES + + + 


OAl has recently completet 
a nationwide survey 0! sell 
service grocery selling *** 


ASK TO SEE IT! 


(0) ] 
prpoor \\pVERTISING NCORPORATED | 


National Sales Representative of the Outdoor Industry 
60 East 42nd Street, New York City — 
Atlanta - Baltimore « Boston - Chicage - Cleveland ~ Detroit - Bouston - Los Angeles - Philadelphia - St Louis - 5* ' 
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That's a lot of linage in anybody's book—and it topped the field in 1940 M | H 
! i among all advertising publications. It represented the volume of dis- WAH 
play advertising carried by ADVERTISING AGE for398 advertisers. | 


We're naturally proud of the unchallenged leadership represented \ 
by this outstanding linage record. It’s got to be something of a Wit 
a habit — but it’s always gratifying to know that more advertisers en- Hill 
trust more sales messages to ADVERTISING AGE than to any i WN 
ral other publication. WHITH 


ply Not only was ADVERTISING AGE first with a]total linage of HAHN 

| 1,073,403, as compared with 429,820 for the next publication — Hi HHH 
wal | but it was first in number of insertions, first in number of ‘accounts MII Ni 
bee and first in number of exclusive accounts. We carried 2,983 dis- HANH Hi 
mn | play advertisements in 1940—over 1,000 more than any other Hh i 
ot publication in the field! NN 


There’s a reason for advertising leadership, and in this case it’s i} HHI 
results. And those results are made possible by the fact that HAHAH 
ADVERTISING AGE is the best read advertising’ journal—as Ha 
demonstrated by repeated independent surveys by media and MATA 
others interested in effective promotion to national advertisers and WAIN 
their agencies. Il WM 
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ASCAP Clears Up, 
So AFM Squabble 
Breaks Right Out 


New York, March 6.—Although 
criminal action pending in Milwau- 
kee against the American Society of 
Composers, Authors and Publishers 
remains to be cleared away before 
settlement of radio’s music war can 
be considered imminent, an impor-| 
tant step in that direction was taken | 


extended period of time, and the 
provision which differentiated be- 
tween licenses granted to broad- 


‘casters and those granted to other 
'users of music, notably hotels, res- 


taurants and motion picture pro- 
ducers. Judge Goddard, however, 
waved aside the objections and 


|termed the decree ‘“‘wholesome.” 


Paves Way for Settlement 


Termination of the civil suit was 
accompanied by a Department of 
Justice statement that “the decree 
paves the way for a harmonious set- 
tlement of the dispute between 
ASCAP and the broadcasters.” 

Elsewhere on the music front this 
week the dispute between the 


this week when the ASCAP consent | American Federation of Musicians 


decree received official court sanc- | 
tion here. 

A hearing on the criminal action 
is scheduled for March 13 in Mil- 
waukee. It is expected that this 
suit will be disposed of promptly. | 
The usual procedure is for a plea 
of guilty to be entered, fines im- 
posed and the case dropped. 

Vigorous objections by Neville 
Miller, president, National Associa- 
tion of Broadcasters, preceded Judge 
Henry Warren Goddard's approval 
of the ASCAP consent decree. Mr. 
Miller criticized the clauses permit- 
ting ASCAP to obtain exclusive li- 
censes from its members over an 
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Daily Capacity, 100,000 


Trade Circular Adv. Co, |} 


27 South Market Street 
Fra. 1182 Chicago, Ill. | 


| Artists held the spotlight. 


and Guild of Musical 
The jur- 
isdictional fight came to a head 
when James C. Petrillo, AFM presi- 
dent, threatened to withdraw his 
members from participation in radio 
programs at which AGMA members 
appeared unless the latter joined 
the “rank and file’ union. 

In the wake of this 
a number of outstanding 


American 


soloists, 


|}among them Albert Spalding, Efrem 


Zimbalist and Jose Iturbi, joined 
the AFM. Despite these defections, 
however, the Guild remained ada- 


mant in its contention that the Pe- 
trillo demands were “unwarranted.” 

The Guild also indicated that it 
would refrain from participation in 
a public debate over the controversy 
pending the grand jury investiga- 


tion into the Petrillo union’s affairs | 
| 


which has been ordered by the De-| 
partment of Justice. No date has 
been officially set for the start of 


the inquiry but this is expected to 
get under way within a week. 


Criddle Appointed 

Robert W. Criddle, formerly art 
director for Outdoor Advertising, 
Inc., and before that art director 
and sales manager for General Out- 
door Advertising, New York, has 
been made chief of the sales promo- 
tion and art department of National 
Transitads, Inc., Chicago. Doris M. 
Limbach has joined the company 
as assistant to Mr. Criddle, and will 
contact special accounts. 


Nominated for FCC 

R. C. Wakefield, Fresno lawyer 
and member of the California rail- 
road commission since 1937, has 
been nominated by President Roose- 
velt to fill the vacancy on the Fed- 
eral Communications Commission. 
Mr. Wakefield, 45, a Republican, 
was named for an unexpired seven- 
year term dating from last July 1. 
If confirmed by the senate he will 
succeed the late Thad Brown. 


Towers Hotel Appoints 


Towers Hotel, Brooklyn, has ap- 
pointed Needham & Grohmann, 
New York, as advertising agency. 
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THIS WEEK 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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Period Period Period 1941 1941 Week Week ¢ uin s¢ 
Ended ended Ended over over Knded Ended 
March 4,1939 Mareh2,1940 Mareh1, 1941 193% 1940 March 2, 1940 Mareh 1, 1%41 
Akron, O. .. 1,553,428 1,468,780 ~ 1,508,145 2.9 “+3.7 181,797 178,66 
| Albany, N. Y 1,908,937 1,200,713 1,197,709 37.3 0.3 146,245 148,641 
‘Atlanta, Ga, 2,610,622 157 2,410,142 Be | + 3.3 310,931 342,762 ic 
Baltimore, Md 155,136 166 3,517,662 + 11.5 5.0 $44,065 423,171 He 
Birmingham, Ala 012,038 2,170,658 2,267,494 12.7 + 4.5 327,768 264,656 
Boston, Mass 060,910 _ 2 970,809 $952,551 3.6 4 $5,157 354,808 2 - 
Bridgeport, Conn 1.466.108 1,559,040 1,633,856 11.4 4. 191,100 194,264 1.7 sti 
Buffalo, N.Y. » 178,680 2 115.966 2 260,008 + 3.7 +68 269,497 268,502 4 th 
Camden, N. J 78,968 842,645 752,665 + 30.0 10.7 100,411 87,424 p! 
Cedar Rapids la 739,354 739,718 751,576 +17 + 1.6 85,036 17,258 te 
Charleston, W. Va 1,605,408 1,469,700 1,609,979 0 V5 176,32 273,546 $3 
Chicago, lh . 1,387,770 1,303,736 1,276,588 2.5 0.6 108,403 $88,609 oa 
Cincinnati, © 2,456,528 2,455,006 2,450,191 5 0.2 S06,583 292,002 
Cleveland, O 2,742,74 2 918,754 2,992,466 o1 2 366,579 358,131 as 
Columbus, © OOS,617 2,067,682 2,096,267 + 4.4 + 1.4 249,007 255,902 n 
Dallas, Tex 3,404,835 3,223,781 ~ 3,191,321 6.3 11 449,348 105,738 tal 
Davenport, la 1,347,223 1,447,138 1,475,418 V5 2.0 216,468 169,092 
Dayton, O 2,056,224 2.120,436 2,207,404 7.4 4.1 259,938 247,636 nm 
Denver, Colo 1,446,471 1,341,818 1,368,721 5.4 a 158,694 160,408 
Des Moines, ta 1.010.035 1,060,249 V3 4906 1.6 9.1 153,409 121,508 \ lai 
Detroit, Mich 3,125,529 3,372,585 10,1 + 7.0 STOLOSY SS6,785 the 
Kl Paso, Tex ¥ 1,654,836 1,881,295 16.8 +-13.7 204,316 242,872 tri 
brie, Pa. . e 1,455,090 1,442,028 0 0.9 192.640 201,200 as 
Evansville, Ind i, 788; 1,842,694 1.870302 s.0 1 05,256 284,326 ' to 
Fall River, Mass 513,657 26,300 75,716 12.1 “4 63,991 65,097 en 
Flint, Mich 1,758,722 aa 1,366,862 22.3 8.7 175,154 153,076 ty 
Fort Wayne, Ind 1,592,185 l 1,622,677 1.9 4.2 182,252 195,286 Gc 
Gary, Ind. . 821,001 ‘ 963,770 + 17.3 3. 102,915 125,266 of 
Grand Rapid Mich 1,379,468 1,455,368 1419376 + 2.9 2.0 167,860 178,220 t 
Greenville, SC 82.128 1.107.038 1,169,348 19.1 5. 143,456 138,285 Je 
Houston, Tex ” 649,164 ’ SS4.458 2.4910 068 ~ 4S "+04 390,656 390,292 ‘ to 
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Jacksonville, Fla - 1,488,368 1,524,110 + 7.8 + 2.4 244,384 214,312 2 
Jersey City, N. J S00 389 $22,138 0.6 é.3 $5,156 42,280 at ' M 
A — . . a 
Kansas City, Kan 447,258 $22,786 +- 2.0 5d 53,970 b4,117 ( ‘ 
Knoxville, Tenn 1,632 1,624,196 1,574,272 3.6 3.1 13,366 244,720 (Ta 
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Los Angeles, Cal 1,080,666 1,226,680 3,784,104 7.3 10.5 517,874 133,776 ‘ An 
Louisville, Ky 2,112,499 2,116,853 2,242,521 + 6.2 5.9 316,824 288,018 ba 
Lynn, Mass, . 1,265,754 1,271,424 1,510,678 14.4 t+ 18.8 144,662 165,760 ini 
Manchester, N. H... H59S,432 574,427 1.0) 3.4 63,080 69,062 re 
Memphis, Tenn 1,774,794 2 1,949,346 + YS 12.9 283,136 269,528 la 
Miami, Fla. ... 2,972,872 By } 3,061,906 30 6.2 377,825 361,620 { lar 
Milwaukee, Wis 2,340,190 2,535,546 2,600,074 11.1 + 2.5 333,872 329,220 I col 
‘Minneapolis, Minn 2,101,177 1,971,912 1,861,564 11.4 56 252,039 208,486 17 — 
Moline-Rock Island, I 1,256,980 1,240,050 1,468,338 + 16.8 18.4 176,638 157,112 1 
‘Nassau County, lL. 1 372,916 02,510 AS18830 + 29.2 59.5 47,121 66,237 $0) 
New Bedford, Mass 176,564 20,478 571,354 19.0 YS 8.338 70,994 21 
New Haven, Conn 1,450,120 1,519,014 1,583,106 + 9.2 4.3 170,394 183,540 7 
New Orleans, La 3,092,789 173,249 8,045,234 L.5 1.0) 443,079 310,508 29 
New York, N. Y 9 4090 998 8 O50,625 S996, 906 1.4 ot 1,003,630 1,023,445 D4 
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| Pittsourgh, Pa 224,746 06,454 5.1 2.8 $38,382 $34,504 ) 
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Reading, Pa 1,542,971 1,647,956 7.8 0.9 243,404 187,130 
Richmond, Va 2,049,194 1,877,638 8.2 0.2 275,618 232,722 { 
Rochester, N Y 2,386,224 2,450,423 OF 1.9 294,136 262,42 ‘ t 
mweckKiluora, ttl 1,133,092 1,296,218 37.5 20.2 151,424 181,874 
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south bend, ind SA4 404 818.672 on 6.4 4.8534 106.780 y 
Spokane, Wash 1,157,198 1,032,724 15.4 2 122,948 123,018 . 
St. Louis, Mo 2,839,990 2,842,97 1.8 1 70.955 B78 815 
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Toronto, Ont., Can 2,790,714 2,690,084 1.2 2.5 322,187 $20,278 : v 
Troy, N. Y¥ 602.240 HOU BSE Wy 2.5 76,020 6u 56 . . 
| Tulsa, Okla 1,440,446 1,451,422 6.0 5.2 212,282 ISS.504 ' 
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Wasontingtion, bb » 006, 607 416,703 40 15 17 +1.4 691,200 672.804 h 
Youngstown, © 1.123, 737 1,272,451 1,295.26 15 4.8 143,032 151,858 \ 
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Total 154,441,087 155,226,863 158,623,537 2.7 1.9 19,841.99 19,527,2 e 
i Cttheauge tieraid & bKxam. discontinued Aug. 28, 193% lication Dee. 17, 1939. 
2 Oklahoma News discontinued Feb. 24, 1939 Minneapolis Star and Journal merged Aug 
3 San Diego Sun suspended publication Nov. 25, 193% 6 Newsday launched Sept 1940 
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Caples Advances Branch 

The Caples Company, Chicago, 
has appointed L. M. Branch vice- 
president, in charge of its Omaha 
and Los Angeles offices. 


Accepted by CCA 


Farm-Town Hardware, Kansas 
City, Mo., has been accepted as a 


member of the Controlled Circula- | 


tion Audit. 


To Vote on Merger 


Standard Statistics Company and | 


Poor’s Publishing Company are 
contemplating a consolidation. The 
combined company will be known 
as Standard & Poor’s Corporation. 


| To Erwin, Wasey 


Affiliated Products, Jersey ©" 
has appointed Erwin, Wasey & &° 
New York, to handle adver' ng. 
its Louis Philippe line. Mos@2™ 


and trade papers will be u 
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Francisco Urges 
Greater Attention 
to Export Details 


Continued from Page 1) 


for their initiative in transmitting 
short wave programs to Latin 
America, he expressed the opinion 
that these are comparatively in-| 
effectual. 

Fe short wave receivers are 


available to catch these programs, 
he said, and even existing listeners 
find it difficult to catch the broad- 


cast In contrast, British and Ger- 
man programs can be tuned in 
asi The solution to the radio 
problem, he pointed out, lies in 


three directions—improvement of 
American broadcasters’ physical 
facilities, arrangements for rebroad- 
cast of American short wave pro- 
grams over local Latin American 
stations, and development of the 
scope of programs emanating from 
American transmitters. 
Transcriptions Featured 

Commercial radio in Latin Amer- 
ica was likened by Mr. Francisco to 
“classified advertising” in our news- 
There are numerous local 
stations, he explained, but few have 
the resources to develop attractive 
program schedules. Instead, they 
depend almost entirely on transcrip- 
tions. Between records they throw 

a batch of spot announcements, 
as many as a dozen at a time. Then 
another record is put on the turn- 
table to be followed by another flood 
of commercials. 

Motion pictures enjoy wide popu- 
larity, Mr. Francisco reported, but 
the character of a few pictures dis- 
tributed to foreign audiences serves 
to nullify any measure of good will 
engendered by this American activ- 
ity. Features such as “Mr. Smith 
Goes to Washington” and “Grapes 
of Wrath,” while provocative sub- 
jects for American audiences, tend 
to mislead the foreign populace. 

Newsreels distributed in South 
\merica are often similarly ques- 

nable as friendship stimulants, 


papers. 


Mr. Francisco remarked. To illus- | 


trate the point he mentioned one re- 
which showed trainees in 
\merican army camps transporting 
barrels designated as “howitzers” 
and riding Model T Fords, labeled 
tanks.” Latin-American movie 
fans raise their eyebrows when they 


lease 


compare such presentations with 
A ' 
A LETTERING | 


| HLUSTRATING 


CENTRAL 9503 Bs 


Chicage, til 


Here’s an Amazing 
Opportunity for Just 
the Right Copy Man 


We're going to lay our cards on the 
table. These things happen too sel- 
dom in the agency business but when 


they do, some man gets the break of 
his life 


We want a copy man who knows he's 
et it": a man who's proved he's 
cot it.” Net years ago, but re- 
cently 


He's probably in an agency now. He's 
Probably seratching his head trying 
' figure out where he’s going from 
here. What he really wants is a spot 
‘here he ean start “going places” 
vith «& medium-sized, growing agency. 
We have a fine list of accounts: a 
=~ reputation. The opportunity is 
’ ° 
) We can't stand “temperament.” Our 
)™4n has to have a rounded experi- 
) "hee; has to be on his toes: be able 
} ° *rite copy that “sings,” and must 
} " 8” original thinker. He has to 
) * able to get an idea quickly and 
’ 
’ 
’ 


o~~~swww www 


interpret these ideas into logical, sell- 
“’ word-pictures. He have 


want 
"Make any changes in the future, 
© gets the job—does it well, 
with us from now on. 

think you've got what we 
~ ‘rite us a comprehensive let- 
toa about yourself and your experi- 
; a. Our employees know of this 
} - and your letter will be held com- 
) "*tely contidential. We are a Chi- 
) “© acency but also invite corres- 
} ee from New York and other 
; . 


| Midres.: Box 3297, Advertising Age, 
Chicago. 
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FOR COTTON WEEK 


| 


MAY 16-24 


Official red, white and blue poster to be 
yused as the symbol of National Cotton 
Week. 


newsreel shots also distributed by 
American producers which show 
German mechanized forces in ac- 
tion. 


Exchange Difficulties Serious 


Mr. Francisco spoke glowingly of 
| the reception accorded the Reader's 
| Digest Latin-American edition. 
| In discussing the outlook for 
American products in Latin Amer- 

ica Mr. Francisco singled out ex- 
| change difficulties as among the ma- 
jor problems to be solved. 
|scarcity of dollars has resulted in 
| rigid control by individual govern- 
ments and the old dilemma of South 
| American surpluses, primarily beef 
|and wheat, which duplicate our own 
surpluses, continues to be a reality. 

One of the chief hopes for freer 
j}interchange of goods between the 
| United States and Latin America 
ilies in the current intensive re- 
search to determine what manufac- 
| turing facilities in our neighboring 
|republics can be developed to fur- 
| nish exportable merchandise, and 
what opportunities exist for the de- 
velopment of crops that will like- 
wise make possible northward ship- 
|ment of agricultural products 
| a — 

FTC in Distribution 

'Costs Study 

| The Federal Trade Commission is 
|currently mailing out approximately 
15,000 questionnaires for its distri- 
bution costs study. Replies are due 
to be filed with the commission 
within 30 days after receipt. 

Principal questions fall under the 
headings of cost and methods of 
distribution. Revised somewhat 
from original plans, the study in- 
cludes some phases which will be 
used by defense officials in deter- 
mining what methods or systems to 
use in obtaining the most efficient 


fense purposes. The questionnaires 
are going to makers of products 
which figure largest in the average 
annual budget such as clothes, fuel, 
food and similar articles. 


Inter-City Bowling 
Entries Close March 21 
Entries for the first inter-city 
advertising bowling tournament 
| sponsored by the Chicago Federated 
Advertising Club bowling league 
will close March 21. Any team 
sponsored by an advertising club, 


eligible to compete. 
|be conducted on a handicap basis, 
| giving all bowlers equal opportunity 
to win awards. 

The tourney will be held April 4 
or April 11. Inquiries and regis- 
|trations should be addressed to 
A. H. Frisch, Apvertisinc Ace, 100 
E. Ohio street, Chicago, II] 


To Transit Advertisers 

Saul S. Coine, formerly sales 
manager of the railroad division of 
Barron G. Collier Company, New 
| York, has been appointed assistant 
sales manager of Transit Advertis- 
ers, New York. 


Joins Central Agency 
J. Martin Levine, formerly with 
Gussow-Kahn & Co., New York, has 


|New York, as an account executive. 


Joins Pictograph 
Herbert C. Rosenthal, formerly 
with Campbell-Ewald Company, 
has been appointed assistant to Ru- 
| dolf Modley, president of Pictograph 
Corporation, New York. 


The | 


ro ‘tion an istributio or - 
production and distribution for de land conspicuously on the label, and | events 


advertising agency or advertiser is | 
All events will | 


joined Central Advertising Service, | 


Bakers Advised 
on Advertising 
‘Enriched’ Bread 


(Continued from Page 1) 


ment as a part of the defense pro- 
gram. 

The problem of most concern to 
the bakers in the conference was 
the matter of labeling the enriched 
bread without running afoul of the 
Federal Food, Drug and Cosmetic 
Act. The matter was considered so 
important that the committee on 
public affairs of the American 
Bakers Association prepared a 
three-page mimeographed bulletin 
on the subject. Five items which 
bakers were told must appear on 
the label are: 


1. The common or usual name of 
the product (“enriched bread,” 
“enriched milk bread,” or “enriched 
raisin bread’). 

2. Net weight. 

3. Name and place of business 
of the baker or distributor. 

4. Declaration of artificial fla- 
voring, artificial coloring or chemi- 
cal preservative, if any. 

5. The common or usual names 
|}of the specified vitamins and min- 


erals with which the product is 
'enriched. 
| The committee stated that an 


|}acceptable form of fulfilling the re- 
|quirements of No. 5 is: “Contains 
thiamin (vitamin B,) nicotinic acid 
(a vitamin of the ‘vitamin B com- 
| plex’), and iron.” Or, if the bake: 
|wishes to indicate the quantities 
/present: “Contains, per pound, not 
|less than 1 mg. of thiamin (vitamin 
|B,), 4 mgs. of nicotinic acid (a vita- 
min of the ‘vitamin B complex’), 
and 4 mgs. of iron.” 


It Gets Complicated 
committee stated that the 
following is an acceptable declara- 
tion for an “enriched” bread con- 
taining the “optional” as well as the 
“required” vitamins and minerals: 
“Contains thiamin (vitamin B,), 
nicotinic acid (a vitamin of the 
| ‘vitamin B complex’), iron, ribo- 
iflavin (vitamin B.), calcium, and 
vitamin D.” An alternative to this 
declaration is one indicating quan- 
| tities as: “Contains, per pound, not 


| The 


; too receptive 


}Oon the vitamin content of 


'means of 


|proportions until a National Con- | 
|ference on 


and regulations on labeling of foods 
represented for special dietary use, 
and with consumers and others all 
to disparagement of 
In that case the whole 
would be 
tendency 


baked foods. 
program 
Already a 


endangered. 


toward such 


|claims has appeared in some quar- 


ters, and a warning in the strongest 
terms is in order.” 

Just how effective this emphasis 
enriched 
bread will be as far as the consumer 
is concerned became a matter of 
mild dispute in a round table on 
the consumer viewpoint. Mrs. Doro- 
thy Cooley Thompson (Mary Mar- 
tensen), food editor of the Chicago 
Herald-American, brought the mat- 


ter up with the observation that 
“appearance and flavor are more 
important to the consumer than 


vitamins.” 
“Nicotinic” Connotation Bad 


Elizabeth Woody, director’ of 
foods, McCall's Magazine, noted 
that “women are woefully ignorant 
of food values and the subject must 
be interpreted to them not in terms 


of the laboratory but in terms 
within the limits of their under- 
standing.” Dr. Adalaide Spohn, 


director of nutrition to the Chicago 


Relief Administration, observed 
from her experience with low 
income groups that “every possible 


communication” will be 
necessary to clarify to homemakers 
such terms as riboflavin, nicotinic 
acid, ete., and she was more than 
a bit doubtful whether it could be 
accomplhished. The term “nicotinic” 
was considered to have unfortunate 
connotations and the opinion was 
expressed that it might be changed 
but that it will take time 
Although the enriched bread pro- 
motion program already is 
way in scattered quarters it is not 
expected to reach any considerable 


Nutrition is held at 


| Washington either the latter part 
of April or early May. 
“Fashion Calendar” 
Bows in New York 

First issue of the “Fashion Cal- 


less than 1 mg. of thiamin (vitamin | 


B,), 4 mgs. of nicotinic acid (a vita- 
min of the ‘vitamin B complex’), 
14 mgs. of iron, 0.8 mg. of riboflavin 


endar,” a weekly service designed 
to provide information on events of 
importance in the New York fashion 


|} industry, was delivered to subscrib- 


| establishments 


| (vitamin B.), 300 mgs. of calcium, | 


and 150 1.U. of vitamin D.” 


“All five items of required infor-| qedicated to 


}mation must appear prominently 


to be read and understood by the 
purchaser. Details of the require- 
ments in this respect appear in the 


} 


in such a way that they are likely | future. 


official regulations,” the bulletin 
warned. 
As an indication of the extreme | 


care with which the industry is 
approaching the merchandising 
jangles of the enriched bread and 


| flour program Dr. Tobey announced 


that the American Institute of Bak- | 


ing would soon release a 
bakers which contains a large num- 
ber of acceptable statements 
used in advertising 

The committee on 
for the bakers, however, 
against making any claims respect- 
ing the effects o1 
derived from vitamins and minerals, 
at least until there is more definite 


which 
can be 


| 
| 


booklet to | 


public affairs | 
cautions | 


benefits to be] 


assurance of what claims may prop- | 


erly be made. 
Urges Great Precautions 

“While it seems advisable to 
make no claims at all at this time,” 
|says the committee report, “special 
precaution should be taken against 
claims that are or may be inaccu- 
rate, unprovable, immoderate, or 
derogatory to regular white bread 
or other baked foods, or which 
tend to put the product in a class 
with medicines, drugs or foods for 
special dietary use. If such claims 
are not avoided the baker may find 


|himself in difficulty under the 
|\Food, Drug & Cosmetic Act, the 
Federal Trade Commission Act, 


| probably other state and local laws, 


ers this week. Frances Hughes, 
formerly New York fashion editor 
of Photoplay, is the editor 
Appearing on Monday, the Calen- 
dar lists openings by wholesale 
dealing in clothes, 
and accessories, fashion 
sponsored by retailers and 
occasions of fashion impor- 
Included are holidays, weeks 
special promotions, 
exhibitions and other 
scheduled for the 


cosmetics 
shows 
social 

tance. 


museum 


under | 


near | 


W. G. Bryan, Once 
Publisher of Daily, 
Dies in New York 


New York, March 4. Funeral 
services were held here yesterday 
for Walter G. Bryan, publisher of 
the Villager, weekly Greenwich Vil- 
lage newspaper. He died Saturday 
night at the age of 63 and will be 
buried in Fulton, Mo 

Mr. Bryan, with his sister, Isabel 
Bryan, headed the Bryan Organiza- 
j} tion, Chicago, a firm which offered 
advertising counsel to 
from 1912 to 1915 when he left to 
become publisher of the Atlanta 
| Georgian and the New York Ameri- 
‘can. He moved to New York in 
| 1921 and resigned two years later to 
| found the weekly. Miss Bryan will 
}continue to publish the Villager. 


newspapers, 


| 
'A. W. CLAPP 

Passaic, N. J.. March 5. A. W 
Clapp, president of Oberly & Newell, 
New York printer and lithographer, 
died at his home in Passaic, N. J., 
yesterday. He was 82 years old. 


Central Knitwear Appoints 

Central Knitwear Mills, New 
York, has appointed Hicks Adver- 
tising Agency, New York, to handle 
Glamour-Knit sweaters and Form- 
Divine bathing suits. Francis Mar- 


quis is the account executive 
Newspapers, magazines and direct 
mail will be used White Rock 


Uniform Company, Lynchburg, Va., 
has also appointed this agency 


IFREEFitotaer | 
Jar and Brush FREE with your first order ; 


S S$ Artist Rubber Cement. Nationally 
| «sed, 3 grades: Light, Medium, Heavy. $2.75. 
| per gal. postpaid. For Frishets use $ $ Spe- 
cial Frisket Cement, $3.50 per gal. ] 


SS RUBBER CEMENT CO. 


3438 No Halsted St. CHICAGO, ILL 


BEN DAYS 
CURVED LETTERING 
SPECIAL EFFECTS 


RAPID COPY SERVICE CO. 


e 123 N. Wacker Drive... CHICAGO 
¢ 415 Lexington Ave... NEW YORK 
© Ninth-Chester Bldg... CLEVELAND 


| 
| 


. . . Write or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


. « You'll find it a 
satisfying number 
because it opens 
the quick and sure 
way to the com- 
plete and econom- 
ical handling of 
your production 


requirements. 


Ad-Setters - Engravers - Printers 


© 
Ss 
y 
ry 
S 


504 Sherman St., Chicago * Wab. 7820 


DAY AND NIGHT SERVICE 


PRINTING 
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‘Breakiast Broad ' 
Bids for Favor at 
Toledo Inaugural 


(Picture on Page 43) 

Toledo, O., March 4. Breakfast 
bread was introduced to the buying 
public today by the Jersey Bread 
Company, as the newest bid by a 
so-called dark specialty bread for 
a more important place at the 
breakfast table. 

Other bakers are expected to fol- 
low Jersey, headed by J. T. Mc- 
Carthy, formerly an executive with 
the Purity Bakeries Corporation, in 
promoting the product. Newspaper, 
radio and point-of-purchase adver- 
tising prepared by the Dobeckmun 


Company, Cleveland, which makes 
the wrapper, with the assistance of 
MacDonald - Potter, Inc., Chicago 
agency, is being used to introduce 
the bread. Breakfast bread is 
wrapped in cellophane, printed in 
yellow, brown and red, and bear- 
ing a rooster as mark of identifica- 
tion. 

The product not only takes full 
advantage of the vitamin and min- 
eral potency of 100 per cent whole 
wheat, in line with the current 
white bread goal, but is the spear- 
head of a drive toward increased 
consumer preference for dark 
variety breads. Breakfast bread is 
called “tailored for toast” and, in 
competition with widely-advertised 
breakfast foods, is recommended for 


reducing diets, roughage and im- 
plied—though not mentioned—con- 
stipation. 

Artist’s model Linda Whitney 
lends her charm to advertising of 
the dark variety, honey-sweetened 
product. 


Victor Brewing Co. 
Sold to Fort Pitt 


Judge R. M. Gibson, in federal 
court in Pittsburgh, has confirmed 
the sale of the bankrupt Victor 
Brewing Company, Jeannette, Pa., 
to the Fort Pitt Brewing Company, 
Pittsburgh, for $350,000. 

The new owner plans to operate 
its recently acquired possession to 
provide needed production capacity. 


Appoints J. J. Devine 
The Free Press, Columbus, Ga., 
has appointed J. J. Devine & Asso- 
ciates as advertising representative. 
Published daily and Sunday, the ‘ 
Free Press began publication Feb. 2. Combine Newark Papers 
Horace G. Howard, owner and 
publisher of the Union 
Newark, N. Y., has purchased pub- 


J. W. Pepper, chairman of the 
board of J. W. Pepper, Inc., New 
York advertising agency, has re- 
signed. 


and Commercial, and combined 


Courier-Gazette. 


Gazette, 
lishing rights of the Newark Courier 


them to form the weekly Newark 


ODAY news occupies the Number One spot in the 
minds of thinking people. See for yourself . . . make 
your own survey: Intelligent, thoughtful folk are think- 
ing,” talking, discussing the news, and reading news 
magazines like NEWSWEEK, more avidly and eagerly 
than ever before. « The kind of readership NEWSWEEK’s 
got is the kind of readership that pays dividends to ad- 
vertisers . . . especially as NEWSWEEK’s unique, three- 
dimensional editorial formula of News plus Significance 
— Periscope — Signed Opinion — has proved a selector 
of the select, attracting to NEWSWEEK more than 430,000 
of the nation’s better families + Which explains why 
February is our 32nd consecutive month of gains, with 
linage up 45%, revenue up 65% over last February. 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


Hear “AHEAD of the HEADLINES”... 
Newsweek on the air every Thursday night 
over stations of the NBC Blue Network, 
10:30 E.S.T.— 9:30 C.S.T.— 7:30 P.S.T. 


MAGAZINE 


NE'Iws 


Newsweek 


SIGNIFICAINCE 


Harford Powel 7 


Named Treasury 
Ad Consultant 


(Continued from Pag 
|stitute of Public Relations, N,Q, 
| York, to serve the Treasury as j. 
| advertising consultant. Gale Johns. 
ton, regional manager of th, Met. 
ropolitan Life Insurance Compan, 
St. Louis, has joined the de; 


tment 

as sales consultant. Both wi rene 

under Harold Graves, assistint ; 

Secretary Morgenthau, who \ |}! qj. 
rect the defense bond effort 

The request for a $3,000,000 ap. 


propriation came in the forn. of 


letter from President Roosevelt + 
the Speaker of the House of lepre. 
sentatives. The request has bee 


incorporated into a deficiency jj 

|which is expected to receive 

and favorable action from Cong 
Agency Moot Question 

The money, when voted, w ill ty 
|}earmarked for expenditure 
the end ef the current fiscal] 
| June 30. It is expected thai on) 
about one-third of the money wij 
be spent for advertising, since th 
fund must also cover the cost o; 
printing the bonds and administra. 
tive expense as well. 

Whether the services of an agen 
will be employed is undecided t 
date. The last advertising rig, 
paign for baby bonds—before Co: 
gress voted over two yeal 
that advertising of the bond 
an unnecessary luxury—wa:s 
dled by Albert Frank-Guenth 
Law, New York. It is understo 


S fc re 
yea 


that several agencies are seeking | 
the account now. 

| The exact nature of the n 
bonds will be determined 


next week, but they will resemb| 
closely the baby bonds sold at Pov _ 
Offices for some years. One } es 
portant difference is that incom 7 
derived from the new defense bo: 
will be taxable. Issuance of di 
fense bonds was authorized in t 
law which was passed recently t 
raise the federal debt limit to $65-} 
000,000,000. 
Continue Direct Mail 

Direct mail advertising of ! 
bonds will be continued. Plans f 
| other media are indefinite now, | 
‘it is expected that radio statior 
| Magazines, and newspapers will 
| asked to contribute free time a! 
| space as an aid to the defense p! 
gram. Magazines, which were us¢ 
lin the last Treasury advertising 
| drive, will probably be used aga 
| A delegation of leading execi 
tives in the savings bank fit 
| visited Washington last weekend ' 
offer their cooperation to the Tre: 
ury in selling defense bonds. In! 
past, baby bonds have been sold 
post offices. 


Co-op Group Moves 

Consumer Distribution Corp 
tion has moved from 420 Lexing! 
lavenue to 19 W. 44th street, \ 
York. 


JOHN BLAIR & COMPANY 


National Representatives 
of Radio Stations 


. sag 965° 

CHICAGO—S20 N. Michigan Ave Seger a 

NEW VORK—341 Madison—Murray HU 
att 

DETROIT—New Center Building Me ast 
Chestaet 


ST. LOUIS—455 Paul Brown Bids 
LOS ANGELES—Ch. of Com. Bids 
SAN FRANCISCO—608 Russ Bice 


Prospect oo 4 
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PHOTOGRAPHIC 
REVIEW O 
THE WEEK 


GOES TO LOOK WINS PRIZE FOR HIS PAINTING 


tad SED Otte 


NEWEST ENTRY IN BREAD SALES WAR 


Lee Tracy, who resigned recently as pro- 
motion manager of the New York World- 
Telegram, has been named promotion 
manager of Look. Before joining the 
World-Telegram in 1936, Mr. Tracy was “Landmark,” an oil by Edvard Johnson, art director of The Branham Company 
promotion manager of the New York Chicago, which won the annual purchase prize of $100 in the Swedish-American 
Journal. art exhibit. It will go to the National Museum at Vexio, Sweden. 


OPPORTUNITY HOW CHRYSLER TELLS STORY IN MOVIES 


A LO i A ket tt 


aut 


When con posh the atte 
for vente Las ortte Station 


1h MAY Nene Tata 


4iCiOusiy piste a® 


Breakfast Bread, a dark variety, honey-sweetened loaf, has just been introduced 
by Jersey Bread Company, Toledo, to give cereal makers a bit of competition 
mbt > for roughage, reducing, and other problems at the breakfast table. Other com- 

i mercial bakers in other sections of the country are expected to take over the new 
‘4 loaf shortly. (Story on Page 42.) 


Trglorred Ta 


_ RENEWAL Zde 


: RCA Mfg. Company will use this page 
HOY 


a MACHINE TOOL MAKER MAKES AMERICA SING _ ithe March 29 issue of The Saturday 


Evening Post to dramatize what it terms 
a “once in a lifetime opportunity” for 
radio service men. 


MINER'S BIRD 


Veve 


\n Ly venngs With 
Major Bowes 


MINERS 


MAKE-UP 


Easy to opply 
Gresseiess + nen cabieg .... ; 
Holds powder on fer hour 
Gives shin smooth, velve § 


One of the beautiful three-color airbrush murals from the book, “America Sings,” 
published by R. K. LeBlond Machine Tool Company, in which the company’s 


line of machine tools is shown in an unusually attractive setting. Perry-Brown, 


rp Inc., Cincinnati, is the agency. The little bird shown in this display card 
xing! 


plays an important role in the expanded a a 


PROVES DURABILITY OF HARDWOOD FLOORS advertising campaign for Miner's, Inc., Some of the motion pictures currently being used by various divisions of the 


running in 19 magazines. Arthur Rosen- Chrysler Corporation to take its story of production, engineering and perform 
berg Company is the agency. ance to users. (Story on Page 1/4.) 


THREE WINNERS IN ALL-AMERICA PACKAGING COMPETITION 


~ ~ 
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Three of the winners in the tenth annual All-America packaging competition sponsored by Modern Packaging magazine. 


we the action photos being used in consumer advertising for Bruce hardwood At left is a Shulton, Inc., display which was given top honors in the floor stand division. It was printed by Oberley & 
*t0 show that this type of flooring can stand almost anything. The photograph 


st made 


Newell Lithograph Corporation and manufactured by the Arvey Corporation. In the center is the entry of Cannon 
he by Underwood & Underwood. Ruthrauff & Ryan, Chicago, is the agency. 
Cori 


Mills, selected for the top award in the set-up paper box division. All of the boxes shown were designed by Dorrit Osann< « | 
"a is finished and waxed by the manufacturer, and when laid, is of Cannon Mills. At right are some of the gift wraps that won a special award for Mary Gull of Mary Gull Gift Wrap’ / 
ready for instant use. Service, who operates gift wrapping departments in a number of retail stores. 
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LAST MONTH THE HERALD-AMERICAN 


GAINED 157,681 LINES OF ADVERTISING 


EARLY last month the Chicago Herald- 
American figuratively stuck out its chin. 
With business in February generally as 
unpredictable as the weather, the man- 
agement nevertheless posted $100 as a 
reward to those persons who could most 
accurately predict the linage gain this 
newspaper would achieve during the 
month. 


The reward offer was published, and 
answers started pouring in. Frankly, we 
were amazed at the response. We hoped 
that people would read our promotion. 
but were pleasantly surprised to learn 
that so many people had such a friendly 
interest in our newspaper. 70% of those 
submitting entries under-estimated the 
Herald-American gain. 30% overshot 
the mark. But, enough of conversation. 
Here are the winners—the individuals 


. e 7 * @?? 
who submitted the best ““guesstimates : 


$50 winner—Irving Levy (158,137 tines) 
82-17 Grenfell Avenue 
Kew Gardens, L. I.. N. Y. 

$25 winner—J. E. Spurrier (154,592 tines) 
467 Richards Road 
Columbus, Ohio 

$25 winner—Herb Taylor (161,000 lines) 
Editorial Department 
National Petroleum News 


Cleveland, Ohio 


To each of the other contestants: 
“Thanks for your interest. If you 
enjoyed writing your letters as much as 
we enjoyed reading them, we think you 
found our contest lots of fun.” 

Of course, to be perfectly logical, the 
Herald-American was the big winner. 
Winning a 150,000 line gain is a real 
reward . . . a reward to the editors 
and the management for producing a 
readable, reliable newspaper that brings 
results to advertisers. National Represen- 
tatives: Rodney E. Boone Organization. 


‘Credit where credit is due. “Guesstimate™ appeared in letters submitted by Jerome B. Gray of Gray 


& Rogers, Philadelphia, and by Edwin J. Patton of Aurora, Ilinois. Thanks for a good word. 
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